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Here at Shoerama you can get a full 























preview of all that's new for spring, ‘62, 





from Brown Shoe Company. 
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Along with the newest in lasts, colors, 





leathers, materials and selling ideas, you'll 


learn about two dramatic new develop- 
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ments from Brown Shoe Company that 
have tremendous retail selling appeal. 


You'll see the sensational new Wikler 
Shoe by Buster Brown, designed to avoid 
a lifetime of foot troubles. It is a selling 
natural for particular mothers. 


You'll see previews of the industry's 
most provocative advertising campaigns. 
And you'll find a comfortable spot to 
relax and chat with friends. 


Schedule your visit now to the National 
Shoe Fair, and Shoerama. Remember, 
the Fair is your best opportunity to see, 
shop and compare the new lines. You 
owe it to your business for 1962 to be 
there. We'll be looking for you. 


St. Louis, Missouri . . . Makers of: Air Step +« Buster Brown + Galaxies 


N / >) 7 y Glamour Debs « Hallmark« Jolly Stride + Life Stride» Miss America + Naturalizer 
= | 
I ! d 1 Official Boy Scout Shoes + Official Girl Scout Shoes + Pedwin+ Propr-Bilt» Regal 


Risqué * Robin Hood » Robinette * Roblee » Sherbrooke + Smartaire 




























































FOR CHILDREN OF ALL AGES 


with repeat 
sales of 
nationally 
advertised 
children's 
shoes... 
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In Stock No. 6632 


Black Nylon Velvet 
Saddle Oxford 
Black Saddle, 
Black Crepe Sole 

and Heel 


’ ’ ’ 


B, C, D 
B, C, D 
B, C, D, 


In Stock No. 846 
8% to 12 A, 


Brown Oxford with 
Allenite Tip, 12% to 3 A, 
Leather Sole 3% to 6 A, 


82 to 12 A, B, C, D, E, EE 
12% to 3 A, B,.C, D, E, EE 
3% to 6 A, B, C, D, E 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 
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American Girl takes you out of the peak and valley business into a sure, stable, profit- 
able pattern — and a lot less worrisome one. The complete line sells more kinds of 
people, more times...52 weeks a year. 


AT MIAMI ¢ THE FONTAINEBLEAU ¢ PARLOR B 
American Girl Shoe, 288 A Street, Boston, Mass. * New York Office: Marbridge Building, 47 West 34th Street 
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up ...year after year 


EBY SHOE CORPORATION += EPHRATA, PA. 


New York City Sales Office: 924 Marbridge Building 
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WASHINGTON ALERT, ccorce ence 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Schnitzer heads division 


Julius G. Schnitzer, top leather 
expert in government service, is to 
head up a combined leather-textile 
division in the U. S. Department of 
Commerce. At the same time, Sec- 
retary of Commerce Luther Hodges 
is trimming both the scope and the 
budget allocated to Mr. Schnitzer 
and some other divisions of the de- 
partment’s Business and Defense 
Services Administration. 

There is a belief among some 
congressmen who have been follow- 
ing the BDSA reorganization that 
the Hodges move to diminish the 
importance of Mr. Schnitzer and 
some other division chiefs is simply 
a preparatory move to the hiring of 
some political patronage employees 
—in other words, deserving Demo- 
crats. Career men — permanent 
Civil Service employees—are being 
downgraded. 

At any rate, Mr. Schnitzer has 
landed on his feet. Thanks in part 
to warm support from the footwear 
and leather industries, he has sur- 
vived an attempt to reduce sharply 
the importance of leather-industry 
representation in Washington. 


Don’t scoff 
at price controls 


President Kennedy has struck a 
match near the kindling of federal 
price controls. And those industry 
men who scoff at price controls had 
better be warned that the kindling 
is very dry. 

“If things get too hot,” an eco- 
nomic adviser to the President says, 
“I think price controls of a war- 
time nature would be invoked by 
the Administration.” 

The fire is already lit under steel 
industry price controls. Several 
studies of steel prices are being 
made at the President’s request. 

“It would be better if the steel 
industry did not raise prices at this 
time,” a White House advisor says. 

The Berlin crisis, which has al- 
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ready sparked a huge defense 
spending increase, could spark price 
controls. The outbreak of limited 
war would bring controls over- 
night. 

In past wars, the White House 
asked and got price controls quick- 
ly enacted by the Congress. Ken- 
nedy insiders say now that they 
may not bother with such formali- 
ties. If an extreme emergency 
arises quickly, they will rely upon 
presidential powers inherent in the 
constitution to issue control orders 
with lightning speed. 


SBA plugs foreign trade 


The government is pushing a 
new program designed to help 
smaller manufacturers get in the 
export trade. 

The program is being sponsored 
by the U. S. Department of Com- 
merce and the Small Business Ad- 
ministration. 

SBA will help manufacturers 
analyze their foreign-trade poten- 
tial. It will counsel on financing, 
staff, production, costs, and similar 
points. 

The Commerce Dept. will offer 
advice on the technical problems 
involved in export trade. 

Secretary of Commerce Luther 
H. Hodges is urging manufacturers 
and shippers to set up trade rela- 
tions with the new republics of 
West Africa. Mr. Hodges specifi- 
cally mentions plastic footwear as 
one of the many consumer items in 
demand by the natives of the new 
West African republics. 


“Il can get it 
for you wholesale’”’ 


Members of the House of Repre- 
sentatives have voted themselves 
the privilege of buying shoes and 
other items at wholesale—or less. 

The House members voted to ex- 
pand their House Stationery Room 
into what amounts to a catalog dis- 
count house. 


Up to now, the House Stationery 
Room sold members typewriters, 
paper, and other office supplies at 
wholesale prices or even less. 

Now, members may request the 
Stationery Room to order any item 
certified as necessary to the needs 
of the congressman placing the 
order. It is hardly likely that the 
employees of the House Stationery 
Room, who owe their jobs to the 
congressmen they wait upon, are 
going to refuse to order any item 
requested by the congressmen. 

Years ago, House members 
bought shoes, tires, and other such 
“office supplies” through the House 
Stationery Room. The situation got 
out of hand, and members were 
finally ordered to confine their buy- 
ing to bona fide office supplies. 
Now, the right to order virtually 
anything that a congressman wants 
has been reinstated. 

This loss of retail trade may not 
seem like much, but 437 House 
members ordering for their own 
needs, the needs of their families, 
their secretaries, and their friends 
can siphon off a sizeable volume of 
dollars that might otherwise go in- 
to retail cash registers. 


Poor tax cut prospects 


President Kennedy and his ad- 
visors do a lot of talking these days 
about a general tax cut next year. 
The trouble is, they’re also doing a 
lot of heavy spending. 

Mounting cost of the “New 
Frontier” program has brought a 
hasty “temporary” increase in the 
national debt ceiling and an almost 
panicky extension of wartime cor- 
porate and excise taxes. 

As Congress continues to rub- 
ber-stamp most ef Kennedy’s pro- 
posals, hope is that all this pump- 
priming will stimulate the economy 
enough to mean fatter tax revenues 
and permit a rate cut next year. 
Few tax experts are optimistic, 
however. 
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Mr. Neolite says: 


YOU CAN ADD TREMENDOUS NEW 
CUSTOMER APPEAL TO ALL YOUR 
SPRING, 1962, STYLES BY USING 
NEOLITE FLEX SOLES 


Look at it this way— 


You’ve spared no effort to make sure your 
spring styles are irreproachably correct 
—designed to perfection to meet the very 
newest demands of fashion. And you’ve 
added attractive new features of your 
own. But, let’s face it: your competitors 
have also put forth their best efforts. 


So, here’s the big question: How can you 
give your lines a unique competitive edge 
in customer appeal—how can you make 
it easy for customers to choose your shoes? 
The answer is easy —use NEOLITE Flex 
Soles! 


NEOLITE Flex Soles add irresistible fea- 
tures to even your most attractive brands. 
They’re so amazingly flexible. They come 
in a variety of beautiful finishes . . . every 
one of them luxurious looking, smooth 
and mellow. They’re wonderfully light 

. delightfully comfortable from the 
very first step. They’re long-wearing... 
and damp-proof, too. Here’s a “‘package” 


Lots of good things come from G a as A> | 2 


of beauty, value and comfort that spells 
“customer appeal”’ in great big headlines! 


What’s more, NEOLITE Flex Soles offer 
you a number of remarkable manufac- 
turing advantages. And they’re the easi- 
est and best finishing soles in the trade. 
Before you specify soling for your new 
spring lines, get all the facts about 
NEOLITE Flex Soles. See your Good- 
year Representative. Or, write to: Shoe 
Products Division, The Goodyear Tire 
& Rubber Company, Akron, Ohio. 


-.-SO FLEXIBLE YOU CAN BEND | 
THEM WITH YOUR FINGERTIPS! 


FYEAR 


REOLITE, AN ELASTOMER-RESIN BLEND, T.M.——THE GOODYEAR TIRE @ RUBBER COMPANY, AKRON, OHIO 
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LALY-BONES 


REG. U. S. PAT. OFF. AND CANADA 


(ood, Shoes, fet Poy and Gil 


NATIONAL SHOE FAIR 
Rooms 1154-1156... The Fontainebleau © 
Miami Beach, Florida 
September 24-27 


CHICAGO SHOE SHOW 
Rooms 851-852. . . Palmer House 
October 22-25. 


CLAM Gu 


Reg. U. S. Pet. Off. end Conede 


for Young Women, in White 








also in: ATLANTA, Henry Grady Jotel,Oct.15- + aosTON bi bictiaees, Oct. 29-Nov.1 * DALLAS, 
pone catia hin Me ¢ LOS ANGELES, Biltme ict. 8-11 « NEW YORK, Sheraton- 
ashington Hot , Oct14-17 ST. PAUL, St. Paul Hotel, Oct, 
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DATES 


Major markets .. . 


National Shoe Fair, National Shoe Manu- 
facturers Assn. and Nationai Shoe Re- 
tailers Assn. Fontainebleau, Barcelona, 
Seville, Sorrento and Montmartre Hotels, 
Miomi Beach, Flas i506 issieccsece Sept. 

National Shoe Fair of America (formerly 
Shoe Show of America), National Assn. 
of Shoe Chain Stores and New England 
Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New York 





Nov. 5-9 


Allied Shoe Products Show, Fall-Winter 1962, 
New York Trade Show Bldg., New York 


Dec. 3-5 


. « « and keep in mind 


National Shoe Travelers’ Assn., Annual Con- 
— Casablanca Hotel, Miami Beach, 
| 

Market Research Institute, National Shoe 
Manufacturers Assn., Delano Hotel, Miami 
I Pe ads cans ac ches nadeiten Sept. 

Canadian Shoe and Leather Fair, Shoe & 
Leather Council of Canada, Sheraton 
Mt. Royal Hotel, Montreal Oc 

Midwest Shoe Travelers’ Assn., Spring Shoe 
Show, Palmer House, Chicago 

Dallas Spring Shoe Fair, independent spon- 


21-22 


21-22 


t. 1-4 


ct. 1-4 


sorship, Dallas Trade Mart, Dallas....Oct. 1-4 


lowa Shoe Travelers’ Assn., Inc., Spring 
Shoe Show, Ft. Des Moines Hotel, Des 


Moines, Oct. 8-9 


Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, camera 
c 

West Coast Shoe Travelers' Associates, 
Spring Shoe Show, Alexandria, Biltmore, 
and Sheraton West Hotels, Los ——— 


Boot and Shoe Travelers’ Assn. of New 
York, Inc., Annual Shoe Show, Island Inn 
Motor Hotel, Westbury, L. |. . .O 

Indiana_ Shoe’ Travelers' Assn., Inc., Ken- 
tucky-Tennessee Shoe Fair, Phoenix Hotel, 
Lexington, Ky. e) 

Pacific Northwest Shoe Travelers, Seaitie 
Spring Shoe Fair, Olympic and New 
Washington Hotels, Seattle 

Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont ‘and Peachtree - on - Peachtree 
Hotels, Atlanta Oct. 

Mountain States Shoe Travelers Assn., 
Spring Shoe Market, Albany Hotel. 
Denver Oct 

Heart of America Shoe Fair, Central States 
Shoe ae, Hotel Muehlebach, Kansas 
City, Mo. Oct. 

Chicago Shoe Show, National Shoe Manu- 
facturers Assn. and National Shoe Re- 
tailers Assn., Palmer House and Conrad 
Hilton Hotels, Chicago 

Tanners' Council of America, Inc., 
ph a Edgewater Beach Hotel, <r 

ict 

Michigan Shoe Travelers Club, Spring Shoe 
Fair, Statler Hilton and Sheraton Cadillac 
Hotels, Detroit Oct 

Southwestern Shoe Travelers Assn., Inc., 
Spring Shoe Fair, Adolphus, Baker and 


+. 8-10 


ct. 8-11 


et. § 


t. 15-16 


. 15-17 


. 22-25 


25-27 


. 29-31 


Statler Hilton Hotels, Dallas...Oct. 29-Nov. 


Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 


Mart, Dallas Oct. 29-Nov. 


Boston Shoe Travelers’ Assn., Spring Shoe 


Show, Parker House, Boston ....Oct. 29-Nov. 


Northwest Shoe Travelers, Inc., Spring Shoe 
Show, St. Paul Hotel, St. Paul, Minn. 


Oct. 29-Nov. 


a Shoe Travelers' Assn., Inc., 
ny | Shoe Show, Hotels Penn Sheraton 
and Ca 

Indiana Shoe Travelers’ Assn., Inc., Spring 
0g Fair, Claypoo! Hotel, Indianapolis, 
n 

Ind Annual 
Hotel Vanderbilt, New York 

Mid-Continent Shoe Travelers Assn., 

Shoe Show, Sheraton-Oklahoma 
Oklahoma City, Okla. 

Empire State Footwear Assn., 

Show and Convention, Sheraton-Syracuse 





Inn, East Syracuse, N. Y Jan. 21-23, 


Foreign... 


Italian Shoe Week, Vigevano, Italy... .Sept. 
Sample Shoe Show, Dusseldorf, Germany 


Oct. 


Shoes for Spring Exhibition, Footwear Man- 
ufacturers'’ Federation, Mt. Royal Hotei, 
London (e) 

Fashion in Footwear Exhibition, Washington 
Hotel, London Oct 
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riton House, Pittsburgh. .Oct. 29-Nov. 


1962 


17-25 
1-3 


ct. 2-5 


. 2-6 











WALK-OVER 


WORLD RENOWNED SHOES 


Super Cushion 


VEL-FLEX* 





Our dealers tell us . . . "The 
greatest sales repeater of all NATIONAL 
my lines". . . "The most com- Brae rinont 
fortable shoe I've ever worn canaiaandiaion 
for day-long standing and Miami Beach 


walking." 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 











*Reg. U. S. Pat. Off. 
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Stetson’s casual line (crafted in its own ‘special 
plant) embraces all kinds, including hand-sewn 
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Q 


What innersole b-r-e-a-t-h-e-s, b-r-e-a- 
t-h-e-s, b-r-e-a-t-h-e-s, b-r-e-a-t-h-e-s, 
b-r-e-a-t-h-e-s, b-r-e-a-t-h-e-s, b-r-e-a- 
t-h-e-s, b-r-e-a-t-h-e-s, b-r-e-a-t-h-e-s ? 


Coons 
PES PEELE EI 


PELLON innersoles offer many other features too: 
the ultimate in lightness, softness and flexibility!!! 


PELLON CORPORATION, Empire State Bidg. New York 1, N.Y. 
Shoes Sales Division: IRVING 1. FIFE & C0., 432 Park Ave. South, New York 16, N.Y./@eec.0w IS THE REGISTERED TRADEMARK OF THE PELLON CORP 
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EDITORIAL 


by JOHN REILLY 


Seasonality—sales stimulator 


The results of the survey reported in the August 15th 
BooT AND SHOE RECORDER article “Less Than 10 Per 
Cent of Men Wear Summer Shoes” aroused much in- 
terest among men’s shoe manufacturers. It elicited, 
too, a considerable number of letters commenting on 
the subject. Some of this correspondence appears in 
our “Letters” page in this issue. 

The consensus is that the erosion of the white, 
trimmed, ventilated and fabric shoe business can be 
attributed to the wide and growing acceptance of the 
slipon. The slipon has become an eight months a 
year, and in some parts of the country, a year-round 
shoe. The slipon, as we have pointed out on this page 
on several occasions, has developed into a hybrid style 
which is neither dress nor casual. The industry has 
only itself to blame for this situation because of its 
persistent promotion of the slipon as a dressy casual. 


A suggestion 

One of our readers constructively points out that 
this is the fastest growing category in men’s shoes 
today. He suggests that areas for styling and promo- 
tion create the opportunity for the sale of two or three 
pairs of slipons to a customer. Perhaps this is so 
for some manufacturers but the rank and file have yet 
to take advantage of that opportunity. 

Now it must be admitted that the slipon shell does 
hold possibilities for such a variety of styling. It is 
also true that it helped to stimulate per capita con- 
sumption temporarily, when it first appeared as a 
dress style in 1956. Since then, it has been an ever- 
tightening noose on per capita consumption. 

This has happened because the industry has failed 
to draw a clear line of demarcation between the slipon 
as a dress shoe and the slipon as a shoe for strictly 
casual wear. Accordingly, men regard it as an all- 
purpose go-everywhere style. 

What this failure has done to the summer shoe 
business is a serious matter. What it can and may 
do to men’s dress shoe business is a far more impor- 
tant consideration. If more consumers come to regard 
it as not only an all-purpose shoe but an all-season 
shoe there will be serious consequences for the men’s 
dress shoe business. 

One of the greatest stimulators of sales is season- 
ality. During those years when we enjoyed our high- 
est per capita consumption of men’s shoes, seasonality 
was one of the most important elements in our styling. 
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The men’s industry must find a way to restore this 
element to its styling and to its promotion. The surest 
way not to bring back seasonality is to continue to 
style and promote the slipon as a dress casual. 

As long as 10 per cent of men continue to want and 
wear summer styles there is life left in the summer 
shoe business. And for that spark of life we can 
thank seasonality. 

If the existing summer shoe business were a new 
and untapped market, the styling and merchandising 
brains and genius of the industry would be striving 
hard to develop it to its fullest potential. It exists 
today and yet there is every indication that we will 
allow its decline to continue for want of ingenius 
styling and the new ideas and enthusiasm to develop 
its potential. 

Blaming the slipon for declining summer shoe sales 
is not the answer. More positive thinking and action 
are needed. Originating new and clearly defined casual 
styles to take up the slack in summer styles is perhaps 
part of the answer. But a recognition by the industry 
that, despite neglect and indifference, a summer shoe 
business still exists is the first step towards revitaliz- 
ing it. 


An excellent point 

H. C. Templeton, General Manager, The House of 
Crosby Square, writes “What shall we do about this 
problem of summer shoes? How many men are in- 
volved in our industry? Let’s count the people who 
make the shoes, the salesmen, the executives, the office 
people, everyone. I am sure the total would be stag- 
gering. If we could get the biggest part of these 
people to wear two-tone shoes, vents, meshes, or 
weaves, what a tremendous influence it would have on 
the rest of the country. If all the men in our industry, 
the tanners, the findings people, the shoemaking 
people, the ones interested in our displays, put sum- 
mer shoes on, it would do more to sell this idea to the 
American public than any other single factor I could 
think of.” 

The writer makes an excellent point here and one 
which is worthy of some careful thought and consider- 
ation. Does the industry itself have faith in the future 
of the summer shoe business? If not, we are turning 
our backs on one man out of 10 and the final liquida- 
tion of the men’s summer shoe business is assured. 





A New Concept in Footwear... 
with Comfort Plus’! 





You are looking at one of the most important shoe innovations of the past ten years. 
We call it ‘Comfort Plus” and it opens up a whole new source of profit for you. ~ 
To the famous Matrix insole — “‘your footprint in leather” —- we’ve added several other 
luxury shoe features. Result? The most comfortable shoe that ever cradled a man’s foot. 
This superbly styled footwear is the answer to what millions of American men are looking 
for today . . . a realiy comfortable shoe that’s good-looking, too. And a national 
advertising program promoting this new Matrix line will include you at no cost. 
So don’t wait . . . look into Matrix Shoes today for the newest, most handsomely styled 
“comfort” shoes you’ve ever seen. For information, write: Matrix, 443 Albany St., Boston, Mass. 


See this entirely new line at the 
National Shoe Fair, Hotel Fontainebleau, Room 642. 





It’s the All-New Matrix 


... FLEXIBLE 


VELVET-SOFT 
OUTSOLE! ... SUPERB STYLING, 100! 


30 new in-stock shoes including high fashion 
and conservative styles to retail 
from $24.95 up. 


a | airi ‘© | Shoes for Men 


“your footprint in leather’ 


Matrix is another fine product of French, Shriner & Urner 

















Are you Just Selling Shoes... 
Or Selling Shoes Profitably ? 


You can make a success of your trip to the National Shoe Fair 
if you take time to stop in at Suite 932 in the Fontainebleau. 
If you are looking to pick up profitable new children's 


shoe sales . . . if you are trying to create new sales interest 
and enthusiasm in your regular customers . . . if you 

want to create new profits through prescription shoe sales .. . 
if you want to turn those casual drop-in buyers into steady 
customers . . . then you want to see the Edwards line. 

There is no line more complete, no line with more quality, 

no surer way to build customer confidence, no more certain way 
to make the coming year more profitable. Don't pass 

up Suite 932. It will be the most interesting and profitable 
stop you'll make at the National Shoe Fair. 


Philadelphia 7, Pa. 


Sec ae 


SEE WHAT MAKES 
THE DIFFERENCE IN 


Suite 932 


The Fontainebleau 
at the SHOE FAIR 
Miami Beach 
Sept. 24, 25, 26, 27th 


Petes eeeseeeseseeees5 
Leseseeeeeeeeseeeeeen 
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“SEAMS UNUSUAL 
by Z2ertthetorn 





An unusual hand-sewn seam, using the traditional 
“guanto” glove stitch, forms the wing on this new Nettleton 
three-eyelet oxford. The result, the kind of classic 
simplicity so typical of a craftsman at Nettleton. In #1062 
Hubschman’s Calf an extremely dark, true brown; also 
in black... by A.E. Nettleton Co., Syracuse 2, New York. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 
Fashion Office: 26] Fifth Avenue, New York 16 
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SATELLITE 
NO. C811 


The GALAXY BOOT 


THE 
GOLDEN EAGLE 


5” YODELLER NO. GE21 


NO. C163 


SEND FOR OUR 
NEW CATALOG 
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ML43 Brown 
ML42 Black 
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CS10 Brown 
CSO1 Black 


“Wille F lex 


Styled for the young in heart . . . the ultimate 

in fashion, fit and flexibility! Edwin Clapp 

makes these shoes a new way, makes them almost 
unbelievably soft and flexible. See for your- 

self — write for new catalog today! 


See ALL the new 
LD39 Brown 
LDO9 Black EDWIN CLAPP SHOES 


at the National Shoe Fair 
Hotel Fontainebleau, Miami 


IN-STOCK Room 631 


EDWIN CLAPP & SON, INC. - 443 ALBANY ST., BOSTON 18, MASS. 





» 


THERMOFIBE .... 2 leather- 
fibre thermo-plastic counter that pro- 


vides a supple, resilient topline and still 
holds a firm base. Thermofibe bonds to 
the upper with its own self-contained 
adhesive and is easily adaptable to 
thermoplastic lasting. It does not re- 
quire any skiving. Thermofibe was care- 
fully engineered for all preforming 
counter moulding machines. 


Beckwith also manufactures a complete 
line of solvent-activated and thermo- 


plastic counters in all weights... 
Churth beclon.s< 


203 Arlington Street + Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee + Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canada 
Victory Plastics Co., Hudson, Mass. + Safety Box Toe Company, Boston,Moss. + AGENTS: Wright-Guhman Co.,St. Louis, Missouri + Dellinger Sales Co., Reading, Pa. 
The Geo. A. Springmeier Co., Cincinnati, Ohio + Foctory Supplies, inc., Mil kee, Wis. + Moore & Giles, Lynchburg, Vo. 
T. Wingfield, Ltd., Auckland, New Zeolond + A. Mushin & Miller Pty. Ltd., Melbourne, Australia + Ramil & Co., Boston, Mass., for Latin America and South Africa 








for men, w o1 
and childr 





TO BE INTRODUCED 
AT THE MIAMI SHOW 


ATOLIGHTS 


Next March when the spring 1962 retailing season gets underway Jarman dealers 
across the nation will be ringing up extra profits from the sale of a brand new 
type of shoe that’s bound to catch the fancy of American men. 

“Let me try a pair of those new Jarman ‘Stratolights’” will be said by 
thousands of customers in hundreds of stores selling Jarman shoes. 

To know the wonderful flexibility and lightfooted ease of these new Jarman 
styles you have to try on a pair. Words can’t describe the incredible comfort! 
It is all due to the brand new GENTRON construction developed 

by GENESCO’s research department, and exclusive with Jarman in men’s shoes. 
It wraps your foot in luxury leather with a soft cushion from heel to toe. 

The first public showing of Jarman “Stratolights” will be at the Miami show, 
where they will be spotlighted in the Jarman rooms at the Fontainebleau. You are 
cordially invited to visit us while in Miami to see these fabulous new “Stratolights” 
and all the other new Jarman styles for spring and summer 1962. You will see 
America’s strongest line of shoes for men in the big middle price bracket, 
$10.95 to $19.95 — the line that is pre-sold with full page, full color ads in LIFE. 
If you want to see what is really new in men’s shoes, don’t leave Miami without 


seeing the new Jarman “Stratolights.” At the Fontainebleau, Rooms 843 and 845, 


SHOES FOR MEN 


JARMAN SHOE COMPANY 
NASAVILLE 3, TENNESSEE 


A Division of G@ENESCO GH 
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PUBLISHER’S 
COLUMN 





How green is your harvest? 


—We can’t push the trees around to see the forest 
better but we can take a more penetrating look to see 
which way the grass grows. We would find that in 
those areas where we shed more “light,” the grass 
actually shows up much greener than we imagined. 


—How to diffuse more light? That’s the question that 
merits consideration from individuals and industry. 
—The BooT AND SHOE RECORDER inquiry department 
proves our point. Each day we receive numerous 
queries from readers across the country. “Where can 
I buy?” is their basic plea. And it is anything from 
shoes to... you name it. Of course, in our role of 
service to the industry, we do our utmost to supply 
the information. It is, of necessity, on a broad, im- 
partial, factual basis. 

—Think of the rich harvest this could mean (and 
does) for those producers who, instead of “hiding 
their light under a bushel,” turn the spotlight on 
their product in the pages of BOOT AND SHOE RECORD- 
ER with specific and detailed information. 

—A short time ago, we received a letter from Stanley 
C. Berger, president of the Philadelphia Retail Shoe 
Merchants Assn., which gives further impetus to this 
idea. He wrote: “I’d like to call to your attention 
something that shoe manufacturers could do to help 
themselves and the retailers. As president of the 
PRSMA, I receive requests from retail shoe merchants 
asking where they can purchase lines of shoes to re- 
tail at certain prices. These requests come from mer- 
chants who attend shoe shows but somehow cannot get 
around to see them all. It is quite difficult to make 
recommendations and I thought it might be possible 
for various shoe manufacturers to place some of their 
most popular styles of shoes and suggested retail prices 
in your magazine. Thus the retailer can write to the 
manufacturer for information. This, I feel is a gap 
that can be filled by the various manufacturers in the 
country.” 

—tThe grass is green... and you can reap the harvest. 


€. B. Tantus th, 
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JUMPING “JACKS 


vn mA \ x 
WE'LL BE *° 

DROPPING IN 

ON YOU SOON! 


come in and see the new 
JUMPING-JACKS and BRISTOLS at: 


ATLANTA 
October 15-18 Henry Grady Hotel 
BOSTON 
October 29-Nov. 1 Parker House 
CHICAGO 
October 22-25 Palmer House 
DALLAS 
October 29-Nov. 1 Adolphus Hotel 
LOS ANGELES 
October 8-11 Biltmore Hotel 


MIAMI 
September 24-27 Fontainebleau Hotel 


NEW YORK 
October 5-9 Sheraton-Atlantic Hotel 


PITTSBURGH 
October 29-Nov. 1 Penn Sheraton Hotel 


SEATTLE 
October 15-17 New Washington Hotel 


ST. PAUL 
October 29-Nov. 1 St. Paul Hotel 


Keep this list for quick reference 


VAISEY-BRISTOL SHOE CO. 
Monett, Missouri 














Come aboard the Endicott Johnson houseboat (moored 


Welcome aboard! 

Take a refreshing break aboard our show- 
boat! Get a glimpse of our salty new men’s 
line, “The Man”; our nautical but nice new 
Fashion 10 line for women; a whole cargo of 
other exclusive EJ lines including Dobie’s 


for teenagers and Romper Room footwear for 


children. Then see the complete lines at the 
Fontainebleau. 

Win valuable prizes! 

While you’re aboard, get your “key” to profits! 
If it fits any of the five treasure chests (one in 
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NATIONAL 
SHOE FAIR 


Sept. 24-27 


M-Yelalt-t¢ 
Keke) a= 
smarter 
buy” 


opposite the Eden Roc) — the Miami Shoe Show! 


Fontainebleau-Room 700 
Hi-Society, Johnsonian, E-Jay, 
Cool Notes, Guide Step, Ranger, 
and “Living Leather’® 

702 The Man, 704 Fashion 10, 
706 Dobie’s,708 Romper Room. 


each of the Endicott Johnson showrooms in 
the Fontainebleau, listed below) you may win 
an exciting prize for you and your wife. And 
make sure that you get all the details about 


Endicott Johnson’s promotion-packed new | 
Spring Program There’s smoothselling ahead. 
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KIWI AND CAVAL 


to bring to the leather trade almost 100 ye 





KIWI further strengthens its ability to provide the shoe trades with a com- 
plete line of quality products and efficient service. Cavalier’s 40 years of 
experience with tanners in the manufacture of custom shoe dressings and 
dyes ideally complements Kiwi’s 56 years of world-wide polish marketing. 


Together, Kiwi and Cavalier will provide greater customer service than was 
previously possible, and will assure better utilization of Kiwi’s manufac- 


STAIN-POLISH 


THE KIWI POLISH CO., PTY.LTD 
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TER JOIN FORCES 


ars of shoe polish know-how and experience 


turing and distribution facilities. The merger of Cavalier and Kiwi promises 
the availability of a still more complete line of quality products through 
the companies’ combined experience, research, product development and 
manufacturing. 

THE KIWI POLISH CO., PTY. LTD. 


LAWRENCE EMLEY 
President, America 


CAVALIER 


aY 


j* \ 


> a 


¢ 


SS) 
BOOT CREME 


-——- POTTSTOWN, PENNSYLVANIA 
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Number 1 


Hush Puppies casual shoes... only by Wolverine 
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the “Famous eX 


Fastow Toe’ 


Wellin gton .. any way you look at it..it’s 


the custom-styled leader in its field! 








This new smart, custom-tapered toe is revolutionary in 
Wellington styling. The ‘‘Famous Fastow Toe’’ places 
Acme Wellingtons into the fashionable field of footwear 
with the ‘‘dressed-up”’ look, combining comfort, utility 
and ease of wear with the smartest dictates of foot fashion. 


9040... black 
9044... brown 


Calf foot with matching kid top 6% thru 12 and 13, “B”, “C”, “D” and “E” widths, 
8 through 12 and 13, “A” width. 


cost 10 You $10.10 


9790... black 
IN 9796. . . cordovan b 
ST Oo c K eee Soft, pliable kip foot and top 


for immediate 6% thru 12, and 13, “B’, “C’, “D” and “E” widths 
delivery! Available in size 6, “D" width only. 





See you at the cost 10 YouU— $6.50 


NATIONAL SHOE FAIR 
Fontainebleau Hotel . . . Rooms 648-650 
Miami Beach, Florida 
September 24 and 27, 196! 











ACME BOOT COMPANY, Inc., Clarksville, Tennessee 
WORLD’S LARGEST BOOTMAKERS 
Boots belong. . . in today’s living 
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NEW! Conny 


for Mr... 


back 


HANDLES 


Mrs... 





and moppets! 





...and you save money with all three! 


CARRY « PACK KINGS 
make it a man’s package 
in every sense of the word. 
Extra strong, 


tailored in your choice of 


extra long, 


leather, linen or other 


custom imprinted designs. 


CARRY*PACK STANDARD .... fa- 
mous in the finest shops for beautiful 
packaging that eliminates the need for 
custom boxes or expensive special wraps. 
All luscious colors on custom design. 
Truly the most elegant way to save 
money and have better packaging. 


KIDDIE CARRY*PACK ... 
for the small fry . 


Pure fun 
. Pure showmanship 
and profit for you. Kids adore carrying 
They'll ask to 
shop at your place the way they beg for 


their own “purchase.” 


TV cereals. 4 stock designs and colors to 
choose from plus custom design service. 


New ideas ... quality .. . know how .. .. service (and lots of it) are some of the reasons for Carry+Pack’s 
leadership. These 3 new handles demonstrate that handles are our specialty and not a sideline! 


MAIL THE COUPON TODAY FOR A FREE 


Your Carry * Pack service representative 
will take care of all details. 
He is in your area now! 
Dispensers are loaned FREE! 


Name_ 


Company_ 
Address_ 


City 


Gentlemen: 


10 DAY TRIAL OF CARRY-PACK HANDLES! 


CARRY* PACK CO., LTD., Schiller Park, Illinois 


Canadian Licensee: Top Paper Products Ltd., 


Guelph, Ont. 


I'd like to try Carry e Pack. Please send: 
(CO Free literature and samples. All at no obligation to me. 


(CD Free 10 day trial in — __-__ 


. color. 


BSR-915! 








An insole cushion should be 
FLEXIBLE ... Flexelon is! 


Try this simple test. Wrap a piece of Flexelon 
around a pencil. It won’t crack or wrinkle. 
Release it and Flexelon snaps back into 
shape. Now try it with the insole cushioning 
you're presently using and see the differ- 
ence. Flexelon’s unique blend of soft foamed 
rubber and strong cellulose fibers provides 
you with flexibility a modern insole requires 
for today’s lighter, more comfortable shoes. 


Today’s insole cushion should be porous, 
resilient, and light, too. Flexelon is . . . just 
let us prove it to you. 


FLEXELON IS A TRADE-MARK OF ARMSTRONG CORK COMPANY 





For a FREE sample of Flexelon write 
Armstrong Cork Company 
7809 Delaware Ave., Lancaster, Pa. 











(Aymstrong FLEXELON 


... the newest idea in insole cushioning 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


shoeicide in one easy lesson 


Shoe distribution is undergoing a revolution. But 
revolutions often can lead to tyranny rather than 
emancipation, to decline rather than progress. And all 
revolutions involve the spilling of blood. 

The current revolution in shoe business is charac- 
terized by discounting, self-service and the general 
downgrading of services and products. It is tighten- 
ing its stranglehold on shoe business. And you can 
be sure that a good piece of this ruthless revolution 
is going to harass and haunt shoe business for years. 

We are seeing the whole process of shoe business 
cheapened and downgraded—the selling, the stores, 
the personnel, the advertising, the promotion, and 
the products themselves. We’re no longer running a 
business but a hock shop, an auction, with honky- 
tonk pitchmen blatantly bleating the incessant wail 
of cut prices. 

This steady downgrading is leading to a point where 
people will buy only at the “wholesale” or discount 
price. Survival and success will go to those who can 
make or sell it cheaper and downgrade it the most. 

As a typical example, today some 50 per cent of 
all women’s shoes retail for $5 and under a pair (and 
14 per cent are under $3 a pair). Some 47 per cent 
of all misses’ and children’s shoes retail for $4 and 
under a pair (and 22 per cent for $3 and less a pair). 
Some 30 per cent of all men’s dress shoes retail for 
$8 and under a pair (and 12 per cent for $6 or less). 


The change in the product mix 


Between 1950 and 1960, average factory value per 
pair of shoes rose only 13 per cent, while consumer 
spending rose 70 per cent. Why the small 10-year 
rise in average wholesale shoe prices? Because of a 
change in the “product mix”—which is simply a 
fancy term meaning that we’re making and selling 
more of the cheaper shoes than the medium or better 
grade types. One result has left fang marks on the 
buttocks of the industry: In 1950, 1.7¢ of the con- 
sumer dollar went for shoes, as against only 1.3¢ in 
1960, a 23 per cent drop in the industry’s share of 
the consumer dollar. 

Nobody will argue the historic necessity and de- 
mand for low-priced shoes. But we do argue the trend 
to downgrading of shoes and shoe business. The ideal 
objective of our industry, as with all industries, is 
to constantly make the product better and cheaper. 
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But we are succeeding only in making it cheaper 
without necessarily making it better. And at retail 
we’ve not only cheapened the product but the services. 

Has the cheapening process—in its illusory effort 
to capture and enlarge the mass market—succeeded 
in helping the industry sell more shoes? If it has, 
then perhaps it justifies everything. But it has not 
sold more shoes. And, in fact, it has cost the industry 
tens of millions of dollars in LOST volume. 

For example, per capita consumption of shoes in 
1960 was actually Jess than it was in 1950 (3.33 pairs 
as against 3.44 pairs). 

And the dollar volume loss has been staggering. If 
in 1960 we had retained the 1.7 per cent share of con- 
sumer shoe spending we had in 1950, we would have 
had $1.3 billions more in shoe dollar volume. An ap- 
preciable share of this loss was due to greater em- 
phasis on low-end shoes. Obviously, the dollar volume 
on 100 pairs of $10 shoes is twice that of 100 pairs 
of $5 shoes. And that applies to profits, as well. 


Consumer respect is lost 


But perhaps the greatest blow in this cheapening, 
downgrading process is an intangible one: the con- 
tinuing loss of consumer respect for shoes and shoe 
business. The once-respected image grows tawdry and 
tarnished as more of shoe business sinks to a junk, 
grab-bag operation. 

There is a German word, “kitsch,” meaning “junk 
culture.” It’s a mass taste produced by sheer over- 
whelming weight of quantity and pressure. We see 
it in many forms, in this country and elsewhere. And 
we are seeing it in shoe business—the influence of 
the “tastemakers.” For we are now establishing a 
strong “kitsch” in shoes and shoe business, a kind 
of mass junk culture. Those responsible aren’t merely 
the manufacturers and retailers who deliberately spon- 
sor it, but those manufacturers and retailers who, at 
the opposite end, do little or nothing to counteract it. 

We now see a tragic development in process: the 
resignation of an industry to a steady lowering of 
its long-established standards, its resignation to the 
belief that there’s no use fighting a “trend.” 

Well, it was just this illusion that gave the Pied 
Piper of Hamelin his submissive legion of followers— 
all of whom plunged blindly and fatally to their doom. 
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AMERICA’S 
LEADING 
WANUFACTURERS* 


Cy COLAC. 


THE BORG-WARNER PLASTIC 


THAT IS TOUGH, HARD AND RIGID V, 


Shoe industry leaders have too much 
at stake to risk using.a material they 
can’t trust. These leadergs—and many 
others in the industry —are now using 
Cyco ac for the tall and thin women’s 
shoe heels that fashion has decreed. 

CycoLac—the ABS plasti¢e from 
Borg-Warner—is being used by more 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shéek 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CYcoLAc 
write today for information on this 
superior shoe heel material—the plas- 
tic that is setting new standards for 
women’s shoe heels. 





*Names On Request 


MARBON CHEMICAL oivision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
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...and without any sales help! The attractive TRIMFIT self-service merchandising display features TRIMFIT 
socks and tights for the entire family. Here’s a really great “extra profit” opportunity. Write TRIMFIT today! 
TRIMFIT, Empire State Bidg., New York City 1 / Showroom: 112 West 34th St., New York City 1, Suite 920 
Los Angeles / San Francisco / Dallas / Chicago / Washington, D.C. / Philadelphia / Boston / Toronto 


TRIMFIT, DEPT.9, EMPIRE STATE BLDG., N.Y. 1 
(J SEND FREE CATALOG 
(0 SEND SALES REPRESENTATIVE 


STORE NAME 


ADDRESS. 


SOCKS 


Use this coupon for your free catalog. BUYER 
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UNMATCHED — 
QUALITY =~ 
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SEE 
BATA’S 
SPRING 1962 
SHOE STYLES 
AT THE 
NATIONAL SHOE FAIR 
SEPTEMBER 24 T0 27 
HOTEL FONTAINEBLEAU 
MIAMI BEACH, 
FLORIDA 


You are cordially invited to visit BATA in Rooms 732, 734, 
736, 738, 740, 742 and 744 to preview the most advanced 
styles in Rubber, Canvas and Leather Footwear. A spec- 


tacular showing in a spectacular setting. Don’t miss it. 


BATA SHOE COMPANY, INC. BELCAMP, MARYLAND 
WE MAKE BATA SHOES#% PEOPLE MAKE THEM POPULAR 
Law 
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WHAT 3 GREAT 
SELLING FEATURES HAVE BEEN 
ADDED TO DESCO'S EXCLUSIVE 
fi RED CARPET CONSTRUCTION 


You Owe It To Your Business To See Them All At The Miami 
Shoe Show*, Fontainebleau Hotel, Voltaire Room, 4th Floor Towers 


*and other important shows everywhere. 
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It 


s a remarkably different shoe fabric 
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SEE TECHNIQUE FABRICS AT 
THE NATIONAL SHOE FAIR 
HOTEL FONTAINEBLEAU 
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Industries, Inc., 152 Market St., Paterson, 


N. J., or Beaunit Mills, Inc., Fibers Div. 
_ 261 Fifth Avenue, New York 16, New York. 


Silk City Industries, Inc., now 
They come in multitoned and plain colors. 
See them at the Fair! Or contact Silk City 
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VYCRON IS THE TRADEMARK FOR BEAUNIT'S POLYESTER FIBER. TECHNIQUE FABRICS IS THE TRADEMARK OF SILK CITY INDUSTRIES, INC. 
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for 
take-off! 


Flight 51 


Newest, lightest way toy : age style and 10 ounces of 


sensational constructiogl | KS®... coast-to-coast 
the fas es y fo sales. 
See the full line of styles and colors 
at the shoe shows 


Nationally advertised in ESQUIRE 





FOR MEN AND BOYS 


THREE GENERATIONS OF FINE SHOEMAKING 


GARDINER SHOE COMPANY, INC., Also Makers of Air-Tred Shoes for Men 


MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT, GARDINER, MAINE + NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th Street 
Far Western Distributors: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Put Hun 
and Fashion 
aie in your 

2 Spring ’62 
yy season..... 


| enaljo WK 


Living shoes 


‘ 


See the gay and smart / / ANG 
new Penaljo and Delmanette Lines 
at the Miami Shoe Show... 


September 24 to 27 VY 


Rooms 1140, 42, 44, 46, 48, 50 
Fontainebleau Hotel 
Also showing at: Seattle, Los Angeles, Denver, Atlanta, 
Chicago, Dallas, St. Paul, Boston, New York 
HAMILTON SHOE COMPANY, 2107 LUCAS, ST. LOUIS 3, MO. 
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“We have to let the large towns go 
for the new fashions first,’ says 
M. F. “PETE” MILLER of Miller’s 
Shoe Store in De Funiak Springs, 
Fla. “In the small towns, we have 
to wait and see.” In De Funiak 
Springs, population 5,000, Miller’s 
Family Shoe Store has done very 
well. In fact, since Peter Miller 
purchased the shop in ’59, business 
has doubled. 

“Hard sizes and rapid turnover are 
the reason,” he says. “If a shoe 
doesn’t sell, we run it out at cost. 
In a small town, such as ours, we 
can’t afford to keep old merchan- 
dise.” He uses four daily radio 
spots ... five minute commercials, 
just before the news. “No prices 
are given,” he says, “unless we’re 
running a special. The idea is to 
keep the name before the public.” 


* * * 


One look indigestion 


“I believe the industry over ex- 
tended itself one point and got in- 
digestion with the ‘one look,’ ” says 
SID BERK of Sid Berk, Inc., New 
York. “Now squares have come 
along and I hope the industry won’t 
make the same mistake. Squares 
are a shock. I believe they’ll level 
off to a more flattering last. 
“Shoes should be built for a cos- 
tume; and there are shoes that are 
definitely more flattering than 
others with certain outfits. Offer- 
ing multiple shoe choices, educating 
the customer to the fact that all are 
fashion and each has its place, 
would be my answer to the cus- 
tomer and the industry. 

“Certainly the all-out, one-look of 
points was a mistake and the in- 
dustry shouldn’t let it happen 
again with squares.” 
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French Impressionism 


During her recent vacation-busi- 
ness trip to the United States, ar- 
ranged by the Frederick Atkins 
Buying Office, JOELLE THOUR- 
ET, job evaluator for one of 
Paris’ oldest and largest depart- 
ment stores, Les Galleries Lafay- 
ette, had an opportunty for compar- 
isons. She says stores here are very 
similar to those in Paris. She is 
impressed by the American shop- 
pers and how well dressed they are. 
She is intrigued by our obsession 
with dark clothes for evening. In 
Paris, she said, women wear mostly 
pastels and prints at night. 

Joelle believes both American and 
French department stores benefit 
from an exchange of ideas. She 
thinks our coffee break custom for 
store employees might be fun. 

* * * 


Man about shoemaking 


Naumkeag, the Indian, made moc- 
casins by hand and wore them as 
he walked over Indian trails. Now, 
moccasin-type shoes are the popu- 
lar footgear for millions of Ameri- 
cans. 

John Adam Dagyr, the celebrated 
shoemaker of Essex, brought tools 
from Wales and in a little shop 
made shoes for the Colonists. His 
shoes were described as equal to 
the best imported from London and 
Paris. Now... hundreds of Ameri- 
can-trained shoemakers are going 
overseas to teach American ma- 
chine methods of making shoes. 
(Chronicler ) 


* * * 


School colors . . . again 


We mentioned the idea some time 
ago. Here’s how “THE BROAD- 
WAY” store in Los Angeles did it. 
They ran an ad on “BROGAN- 
ETTES, THE CHEERLEADER 


SHOE” ... the same tie in dif- 
ferent colors with emphasis on: 
“Just the sharpest back-to-school 
tie imaginable . . . of soft but du- 
rable llama or brushed plush leath- 
ers on wafer light red ribbed sole, 
pointy toes. Recommended by the 
National Cheer Leaders Assn. 
Available in any combination of 
school colors.” They listed some of 
the schools and their colors: Los 
Angeles—blue and white. Holly- 
wood—red and white. John Muir— 
blue and gold. Dorsey—green and 
white. Westchester—red and white. 
Van Nuys—red and gray. Anaheim 
—blue and gold. Polytechnic — 
green and gold. Banning — black 
and red. Sierra—red and blue. 


* * * 


Capsule shoe notes 


ALFRED WEXNER of Wexner 
Bros., Memphis, Tenn., thinking 
back on his European trip during 
this past summer, observes: “No 
fashionably dressed woman was 
wearing pointed toes.” In Rome, 
the most prevalent look was many 
variations of the crescent toe. Also 
many sandals. Sandals, he felt, of- 
fered a particularly fresh look, in 
all heel heights, open and closed toe. 
In Paris, about 100 percent square 
toes. In London, squares and ovals. 
* * * 

“Fashion business is reality,” WIL- 
LIAM FINE, publisher of Harper’s 
Bazaar, said recently. “It is not 
the nebulous thing it used to be 
years ago when styles used to find 
their way slowly. The significant 
fact is that nowadays a trend trans- 
lates itself into volume with start- 
ling rapidity. 

“The leader who rests on his laurels, 
soon loses them. Leadership is 
variety . . . with purpose and un- 
derstanding.” 
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With a name firmly rooted in sports footwear 
fame, this smart new variety of 
suntime styles is the value pick of the 
whole family market. 


Everything’s 
coming up 


Converse 
Playtime 
Footwear! 


See us at the 
NATIONAL SHOE FAIR 


Hotel Seville, Miami Beach 
Rooms 915-917 


seenwnnmeremnn 


Wait for the Converse Man... CONVERSE RUBBER COMPANY Malden 48, Massachusetts 
Chicago Branch: 2000 Mannheim Road, Melrose Park, III. * 100 Freeway Blvd., So. San Francisco « 241 Church St., New York 13, N. Y. 
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you need 


BOB SMART. 


The style and value demanded by all braves with young 
ideas, in the big $8.99—$10.99 market. The same-day 
in-stock service you need to prevent walkouts and keep 
your investment low. The PROFIT that makes this 
big business so worthwhile to Bob Smart retailers—with 
Bob Smart’s regular discount on reorders too, AND 
co-op advertising! 


Chief, if you like this kind of tradin’, you'll like 
BOB SMART—and how! 


Another Conslant Jannover product of Craddock-Terry, Lynchburg, Va.—N. Y. Sales Office, 112 W. 34th St. 
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THE WHITEST WHITES™ 


in CALF, KID, SUEDE , CABRETTA 


LEVOR 


LEATHERS 
CONSIDERABLY INCREASE THE 


FASHIONATION 


OF RESORT AND CRUISE SHOES 


G. LEVOR & CO., INC. TANNERS SINCE 1876 GLOVERSVILLE, N.Y. 
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This little Indian stands for lightweight, flexible comfort- 


able Buntees . . . the new improved version of America’s 


first baby shoe, the moccasin .. . still the softest most foot 


pampering shoe for the infant foot. Fontainebleau 
Room 1403-1405 


Moccasins... America’s first haby shoe! 


1, POIMVAN SAO  C.., B22 OLLI ON, BARDS. 
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PROFILE by ESTELLE G. ANDERSON 





Individuality returning to the shoe industry 


City planning, urban develop- 
ment ... within the past few 
years, these subjects have been 
highlighted for consideration 
and concerted action on a na- 
tional, state and city level. But 
twenty-five years ago, these 
ideas weren’t even a glimmer, 
except to a very few, like Ber- 

4 tram (Bert) Geller, for instance. 
BERTRAM GELLER For him, they had specific sig- 
nificance. During his senior year at Dartmouth College, 
he worked very closely with one of his professors 
who was a refugee from the Hitler regime and who 
had been City Planning Commissioner of Berlin be- 
fore coming to the U. S. Bert lived in the professor’s 
home and, naturally, city planning was an oft-dis- 
cussed and interesting subject. 

When Bert graduated from Dartmouth in ’37, he 
thought of city planning as a career. Had he taken it 
up, he would have been pioneering in an important 
sphere. However, being a Geller, he had his work cut 
out for him. He did have one choice, though . . . which 
phase of the Geller operation he wanted to go into. 
He decided on the Algy Shoe Division of Everett, 
Mass. 

Two years later, he and his cousin, Monroe Geller, 
bought a children’s shoe factory in Brooklyn and 
operated it until 1942, when they changed over to 
rainwear—ponchos, raincoats, etc.—for the Army, 
during the war. In 1945, both Bert and Monroe re- 
turned to the parent company and have been there 
ever since. 

Many changes, movements, expansions have taken 
place since then: Al Geller took over the ownership 
of the Algy Shoe Co. in Everett, Mass. Harry Geller, 
the Gamins Shoe factory in Wilkes-Barre, Pa., where 
they make dress flats up to 18/8 to retail about $19.95. 
The most recent addition is the Protege factory in 
Hanover, Pa., where they will make a complete line 
of flats to dress shoes to retail at $16.95. 


The Geller line-up 


Top echelon at Andrew Geller now lines up: Monroe 
Geller, president, in charge of administration, pro- 
duction, labor and general business operation. Bert 
Geller, vice-president, in charge of designing and 
sales. Dan Geller, buyer and manager of the Andrew 
Geller shop at 57th St. in New York City. Bill Gold 
heads his independently owned Geller shop in Chicago. 
Dan Burke is in charge of Gamins. 

The Andrew Geller retail operation now consists of 
the shop at 57th St. in New York, one each in Chicago, 
San Francisco, Miami Beach and Atlantic City. For 
the rest, their customers reach across the United 
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States, predominantly one customer in each city. They 
add up to 215 in the great stores of the individual 
cities. 

On the manufacturing end, “we have always had 
someone in the capacity of designer,” says Bert. “This, 
combined with my trips to Europe about twice a year, 
essentially provides us with the inspiration for each 
season’s new lines. We have always been in the high 
grade, top quality category. There aren’t too many 
of us left. You can count the solvent, independent shoe 
manufacturers making $25-and-up shoes and you 
wouldn’t need two hands to do it. 

“As to the outlook and direction, I think we are 
going into one of the healthiest periods in the shoe 
business. We may be in flux for about another six 
months but after that I expect things to really move 
along. We are heading into a period of diversity which 
will lead back again to specialization on the part of 
certain manufacturers. 


‘ Shoes all look alike 


“When I first came into the business, everyone’s 
shoes did not look alike. Actually, the Geller shoes 
were very conservative then. You know the kind... 
elasticized types . . . closed back, open toe shoes. That 
was the period of Seymour Troy’s baby doll last. Dan 
Palter introduced his great slings. Delman had the 
wonderful wall toe shoes. In a given retailer’s stocks, 
each manufacturer’s shoes had a separate look. The 
retailer didn’t have to buy the same shoe from dif- 
ferent resources. Then the character of the business 
changed. The sling pump took over and there was a 
sameness to everything. Then came the closed toes 
and the narrowing needles, slimmer heels. The re- 
tailer bought from six manufacturers and the shoes 
all looked alike. The only difference was the price. 

“Essentially, what is happening now is that, with 
the variations in lasts, you are going to get manu- 
facturers who will make great-looking crescents, square 
toes, etc. The retailer won’t have to buy a ‘single look’ 
because there will be other looks, in other lines, to 
give him a diversified selection. We’ll have new ex- 
pressions of all sorts, natural toe character, increasing 
emphasis on lower heels, new materials. Fashion people 
are going to strive for individuality and naturalness 
that cannot be duplicated in volume lines. The present, 
renewed interest in reptiles is a good instance. There’s 
a price level below which they cannot go.” 

On one side of the coin, there is this kind of philos- 
ophy, astute application and planning ahead that Bert 
gives to his business. On the other, there is devotion 
to his family, his wife and four sons, the eldest of 
whom just graduated from Cornell. The other three 
are 20, 17 and 12. 





CUT 
INSEAMING 


costs 





@ Substantial Welt 
Savings 


e Higher Production 


@ Smoother and easier 
to operate 


L. addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 

are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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the greatest name in low heels 


THE FONTAINEBLEAU + PENTHOUSE D1-D2-D3 
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Make a beeline 
for Tyer at the 


National Shoe Fair 


Miami Beach 


Rooms 709-711-712 


‘ 
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TYER RUBBER CORPORATION, ANDOVER, MASSACHUSETTS 


Advertised in LIFE/THE POST/SEVENTEEN/PARENTS’/ MADEMOISELLE 


Write today for complete information on Tyer Fleetwoods or a visit from a Tyer representative 
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See our freshly styled Spring-Summer ‘62 line of Party Shoes and Sports Casuals... 
from Infants through Growing Girls and Teens. 


Join us at the Seville Hotel, Miami Beach, September 24-27, Room 1007. Additional show- 
ings in Los Angeles, Dallas, Boston, New York and other regional shows. Write for 
Spring-Summer Catalog and name of nearest representative. 


OCKINGHAM 
Ss 


aetna HOE COMPANY 


NEW MARKET, 
NEW HAMPSHIRE 


ST. LOUIS SALES OFFICE: Suite 700 ¢ SOS N.12th St. © St. Louis, Mo. 
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by EVELYN SCHLESS, women’s editor 


Of shoes and sex... 


Fashion history is divided into times of the bosom and 
times of the leg. 

There are times when a Mansfield or Monroe reigns 
supreme ... and shoes are simple and subdued. 

And there are times when a Dietrich or Grable symbolizes 
womanhood . . . and shoe designers can run wild. 


History 


This is not just a twentieth century phenomenon, fanned 
by Hollywood and high pressure promotion. Throughout 
history, women have attracted men by adorning or partially 
exposing certain of their charms. 

And when emphasis has been on one part of the body 
long enough for the novelty, and the shock value, to wear 
thin, then, inevitably, the time has come for a new emphasis 
and a new look. While the focus of interest was on the 
upper part of the female body, women wore neuter type 
shoes . . . pumps. 


Before Freud 


Long before Freud and Havelock Ellis, the sexual sig- 
nificance of fashion was a matter of record ... and even 
official concern. In 1709, this edict was issued in Great 
Britain: “The censor having observed that there are fine 
wrought ladies’ shoes and slippers put out to view at a 
great shoemaker’s shop towards St. James end of Pall Mall, 
which create irregular thoughts and desires in the youth 
of this realm; the said shopkeeper is required to take in 
these eyesores, or show cause the next courtday why he 
continues to expose the same; and he is required to prepare 
particularly to answer to the slippers with green lace and 
blue heels.” 


The time of the leg 


Next season’s shoes may not arouse the Censor of Great 
Britain, and we probably don’t have to worry about their 
being seized by the Post Office Department or banned in 
Boston ... but they will be sexy! 

We have passed through a time of the bosom and are 
entering a time of the leg . . . and foot. 

Skirts are short. The sexy foot, the partially exposed 
foot, the look of “less shoe” is in fashion. Naturally, not 
every woman will want to have sexy looking feet, but there 
are enough of those who do to make a great difference 
in your profit picture. 

The shoe industry can quit worrying about how to get 
women to wear shoes other than black pumps. The job 
now is to satisfy women’s desire for attention-attracting 
shoes ... the prettier and sexier the better! 


~ 
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STEP OUT IN SNAKE...and 
you're in step with the smartest 
shoe fashion going! Long wear- 
ing, beautifully marked Makassar 
Snake in the new Crescent Toe 
pump. The point is softer, the 
sides higher, the vamp is gently 
flattened and the U throat in- 
sures a fabulous fit. In Fall’s 
favored colors—atop a well 
stacked mid heel. 


Zoot Flas 


SHOEMANSHIP® in Action $11.99 to $14.99 


Consumer Tested High Fashions $11.99 to $14.99 


Fashion Meets Price at $9.99 


MUTUAL SHOE SALES COMPANY 


105 McGregor Street, N 








SENSATIONAL, FABULOUS SHOE INVENTION 
CORCORAN’S 


won 


U. S. Patents No. 2934838 and No. 2995837. Canadian Patent No. 623811. 






WIC - 


TRADEMARK 


Here's how they work 


Toconvert from laceto slip-on 
— just loosen the laces... 


Flip out the large tongue... 


Tighten laces and lay down 
the middie under the large 
tongue for the best fitting, 
most secure feeling slip-on 
style shoe ever. 


To convert from slip-on style 
to laced shoe, just reverse 
the process. 


All Sizes and Widths...RUSH YOUR ORDER BY MAIL TODAY! 


Stock No. 1100 — Black. Plain toe. 
Amano grain. Bound quarters. 
Mellow leather quarter linings 
plus Aertex toe lining. Leather 
sole. Rubber heel. Super-flex 
Goodyear welt. Suggested Re- 
tail $12.95. 

Stock No. 1101 — Same as No. 
1100 except Brown 


NOW — THE SAME SHOE can be worn as a laced shoe 
or, with a quick simple change, as a slip-on appearing shoe. 
It’s the sensation of the shoe trade. Send your order today. 
SALES AIDS: a folder describing this remarkable shoe is in- 
cluded in each shoe box. A sales-making counter display and 


Stock No. 1102 — Black. 
Pintuck Front. Suggested 
Retail $12.95. 

Stock No. 1103 — Same 
as No. 1102 except Brown. 


Stock Numbers 
Plain Toe Pintuck 
Bone #1205 
Saddle Deer 1206 
Rich Brown 1207 


Spanish Moss 1208 


Both Plain Toe Front and Pintuck Moc Front of rich full grain glove leather. Bound quar- 
_— recs? stitch design insole. Thick soft cushion crepe sole and heel. Suggested 
etai k § 


All standard sizes and widths — 

RUSH MAIL ORDER TODAY. 

JOSEPH F. CORCORAN SHOE CO. 
Dept. B9, Stoughton, Mass. 


additional folders will be included with each original order. 











by GERVASE BUTLER, men’s editor 


There’s hard cash 
in the soft casual 


This column, editorially speaking, is strongly of the per- 
suasion that supple, flexible footwear for men is ready to 
orbit in volume. Coincident to this conviction, secret agents 
(they would have been dubbed “gumshoes’”’ in earlier days) 
have been casing the retail world in search of some buyer 
of similar opinion. And the plus sales record with which to 
prove his point. Discovery has been made! 

Dear Reader, we give you Mr. Donald Kalish of. Gimbels. 
From a boutique-size domain on New York’s 33rd street he 
mixes “downtown” with buying men’s shoes for branches in 
Bay Shore, Valley Stream, Yonkers and Paramus, N. J. And 
in spite of having had his biggest year in 1960, sales in New 
York are currently running more than 8 percent ahead! 


Case history of a case in point 


When Mr. Kalish took over Gimbels’ main floor operation 
four years ago, the men’s casual classification promoted 
offered a price choice of $3.99 or $4.99. With Upstairs ap- 
proval, a trading up target was set at double the top. His 
most recent sellout was just that, $9.95! 

As Father’s Day 1961 loomed up, window and stock plans 
were coordinated to back promotional concentration on the 
new Jolly Wog softie made by L. B. Evans Sons. Window 
display fronts the department and feeds in traffic directly 
from the street. This window was such a draw it stayed in 
an unprecedented 20 days! 

Stock was sized up weekly. All five Jolly Wog colors were 
carried in depth. Black proved a runaway best seller, fol- 
lowed by maple, putty, green and lemon. However, it was 
noted that when black sold out green became second choice. 
This record was maintained in main and branch store sales, 
unusual in that these usually show variations. 

Naturally Gimbels is not confined to emphasis either on 
a single price or a single brand. Wolverine’s Hush Puppies 
are long term department favorites. This summer the store 
featured its own imports, mostly Italian, the price range 
$4.99 to $10.99 with major success at the top price. In addi- 
tion to the backing given casuals, English-made dress shoes 
are featured at a promotional $9.99. Price lines on Ameri- 
can makes include store-brand Wyndham, $8.95-$10.95; 
Roblee, $10.99-$16.99 and Florsheim, $19.95-$24.95. 

But to return to the soft shoe. Mr. Kalish is racking up 
volume in scuffs at $2.99—in sneakers at $4.99—in boating 
shoes at $5.99. And scouts are out for the answer to demand 
from bowlers for a design to meet their needs. 





SHOES FOR MEN 


$10.95 to $19.95 most styles 
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INTRODUCING THE 
NEW FLAT, SQUARE 
LOOK IN LASTS 


454960 = In black or brown calfskin. To retail 
at $16.95 (slightly higher in the West). 


Piceads V 
Last 


JARMAN SHOE COMPANY + NASHVILLE, TENNESSEE 


A Division of 


GENESGO 


Ss 





Retailers ... be sure your 
lines are complete with 
shoes that have... 


Shoe Bottoms 


Here’s why you can be sure of proven quality, proven 
values and proven sales appeal when you have lines with 


Greater value for the customer. No shoe bottom 
ever before has had such durability, lightness and 
flexibility, assuring healthful, long-lasting foot com- 
fort. PVC Vynsoles and Vynheels outwear anything 
heretofore known . . . and do it better. 


More profit for the retailer. O’Sullivan’s PVC is the 
top customer attraction of a generation, with sales 
appeal aplenty. That’s why shoes will be bought from 
the “bottom up”’ this year. 


Wide selection for the retailer. O’Sullivan PVC shoe 
bottoms are available now on good shoes for children, 
misses, youths, growing girls and boys. Soon to be 


CeiLiivan| 


(POLYVINy; CHLORIDE) 


on men’s work shoes. Ask your shoe distributor or 
manufacturer about O’Sullivan PVC. 


And these ‘‘plus”’ values. O’Sullivan PVC shoe bot- 
toms can be nailed, stitched, trimmed and finished 
on conventional shoe manufacturing machinery. Thus, 
latitude and versatility in design are possible more 
than ever before. 


O’Sullivan research and experience since 1896 in 
compounding the finest rubber shoe bottoms. . . and 
our long, successful experience in the plastics industry 
. .. make it possible for us to present—PVC Shoe 
Bottoms of Tomorrow . . . Today. 


America’s No. 1 Quality Supplier to the Shoe Industry ... Since 1896 


Rubber Corporation 
WINCHESTER, VIRGINIA 





LETTERS 


Work shoes at cost 


First of all, may I congratulate 
you and your staff on the outstand- 
ing job you do in turning out a 
consistently fine and informative 
magazine. Interestingly written 
and infinitely varied, it provides me, 
as owner of a suburban family shoe 
store, with invaluable advice and 
current news on trade develop- 
ments necessary for anyone who 
desires to be on top of the shoe 
business situation today. 

It is with great respect for both 
your advisory and reportorial skills 
then, that I would like to request 
a feature article, if possible, on a 
problem which I am certain is com- 
mon to numerous other small re- 
tailers across the country. At one 
time, our store was in a very com- 
manding position as far as men’s 
work shoe sales were concerned. Re- 
cently, however, this important 
segment of our business has de- 
creased sharply. Had the fault 
been from other retail competition, 
a good share could have been re- 
couped through better merchandis- 
ing, promotion, etc., a situation with 
which we could have coped through 
our own better business procedures. 
However, the competition seems to 
stem directly from the policy of the 
leading industrial company in our 
area, a division of a large national 
corporation, stocking and selling 
safety shoes at the factory. Fur- 
thermore, they are sold at cost, plus 
transportation expenses, and de- 
ductible from the employee’s pay- 
roll check. What makes this prac- 
tice even more economically disas- 
trous to a local shoe retailer is that, 
because of the variety of oxford 
and even slipon styles made avail- 
able by safety shoe manufacturers 
now, the common laborer in a small 
town such as ours, or in a farm 
community, which surrounds it, is 
not above using this same shoe as 
an almost all-purpose shoe. In ad- 
dition, nothing discourages or pre- 
vents; actually, we find, the price 
encourages the employee to pur- 
chase shoes for brothers, uncles, 
sons, nephews or friends who are 
not employed at the plant, if he 
knows their size. Beyond the dele- 
terious economic effect this has on 
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the legitimate retailer, there is, of 
course, the harm done to the work- 
er who, lacking the benefit of a 
shoeman’s experience, cannot be 
safeguarded from an improper fit. 
Appeals to the company itself 
have been either ignored, or re- 
buffed with statements of the com- 
pany’s concern for the facility of 
workers’ safety. Can we turn to 
the unions for aid? Certainly not. 
The brands of shoes carried by the 
factory are union made, as are ours, 
and the members themselves are 
concerned with the price factor, not 
the retailers’ livelihood. Does the 
government provide the business- 


man with any protection in this | 


regard? We are addressing an in- 
quiry to the Small Business Ad- 
ministration at this same time on 
the problem. What is federal trade 
policy on this matter? Can an in- 
terstate company engage in a busi- 
ness, in this instance, selling shoes, 
other than for that which it is li- 
censed and incorporated, albeit no 
profit is derived from this second 
business? Certainly no large cor- 
poration would enter this field if 


they knew of existent statutes pre- | 
venting it. Is additional legislation | 
How could it be | 
Can the safety shoe | 


required here? 
initiated? 
manufacturers themselves help us? 
Surely they cannot be blamed for 


selling in volume to large corpora- | 


tions as well as their regular fran- 
chised dealers. If they didn’t, some 


other brand would. But do they | 


realize the harm they do by under- 
cutting us, or are the profits great- 


er enough to make it justifiable to | 
them? What can the retailer him- | 
self do, above what his reaction | 


would be to normal retail competi- 
tion? 


This letter is my answer to that | 
last question: Seek competent out- | 
side help and advice. I would ap- | 
preciate any information that you 


can give me, and others, in this 
matter. 
NICK FEDERICI 
FEDERICI’S SHOE STORE 
ST. HELENS, OREGON 


An American SATRA 


I have just read your most stim- 
ulating and interesting and truth- 
ful article on page 21 of the August 
15th BooT AND SHOE RECORDER 
[Let’s Get Up Off Our Assets]. 

We concur 100 per cent on all 











2-206. demonstration 
nets instant extra profits 


PAK-LITE* 


shoe trees 


Show your 

customers 

how obsolete 

wooden shoe 

trees have become 

— in 3 seconds! — with a 

Pak-Lite tree . . . Miller's newest injec- 
tion moulded shoe tree for men. 


Here are the reasons... 
®@ one-motion action 
@ automatic fit for length and width 
@ allows clean air circulation 
@ shoes stay fresher, last longer, fit 
better 
@ lighter weight 
@ fully guaranteed 
@ easier to pack for traveling 
Pak-Lite trees are easy to add to shoe 
sales, hot promotion items for gift- 
buyers. Important! Order in 8 exciting 


colors. Four tree sizes fit from size 
7C to 13E. Retail Price $3.95 


See us at 

THE MIAMI SHOE SHOW— 
Booth 10 & 11—East Ballroom, 
Fontainebleau Hotel 


0. A. MILLER DIVISION 
filler 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


Canada: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 


*Trademark 





Our customers tell us —“‘We fit all shoes better, 
with 4 the inventory. Nearby distributors give us 
quick fill-ins. The markup is O. K. That’s why 
we sell Tingley’s. As simple as that. We make 
MORE MONEY.” 


another TINGLEY first! 


KNEE-HI 
OVER-THE-SHOE 
CLOSURE BOOT... 


', the Weight of Standard Lined Knee 
Boots. These new boots are ideal for 
industrial, farm and irrigation workers, 
policemen, firemen and hunters, 

too. 4 sizes fit all men’s shoe 

sizes. Suggested retail — 

natural rubber $7.95, 

Neoprene $11.25 


MEN’S CLOGS 


More Tingley Clogs are sold than 
any other brand. Four sizes fit shoe 
sizes 6 to 13. In black, brown and 
pure gum. Retail at $2.95 to $4.19. 


with order of 72 pair 
of rubbers or boots 
(any assortment) 


Nationally advertised in THE SATURDAY EVENING POST « LIFE 
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CHILDREN’S, YOUNGSTERS’ AND 

BOYS’ RUBBERS 

They grow with growing feet. Nine sizes fit 
any type of shoe from little tots’ 642 to big 
boys’ size 7. All sizes in black and brown. 
Children’s and Youngsters’ also in red and 
yellow. Narrow widths for girls’ party 
shoes. Retail $2.25 to $3.10. 


TINGLEY TOES 


(women’s one-piece toe 
rubbers) 

Two sizes meet all require- 
ments. Smartly styled 
packaging makes 
eye-catching display. 
Black only. 

Retail $1.69. 


HI-TOP 

WORK 

RUBBERS 

Same protection as 2-buckle arctics but far 
lighter. Tough and rugged. Fit even heavy 
work shoes — no lining to snag or tear. 
Easily cleaned. In black rubber or neo- 
prene. Retail $3.99 and $5.65. 


MEN’S SANDAL 


Will fit every 

man’s shoe better— 

from fine narrow dress shoes to heavy 

brogues. Four sizes fit shoe sizes 642 to 

13. In black and brown. Retail $3.19 to 
$4.35. 


PARENTS’ ¢ READER'S DIGEST 
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NEW 
HIGHER 


Hi-Top 
CHILDREN'S 
BOOTS 


All rubber—not plastic—one piece. 
Easy-on — can’t pull off. Red, 
Brown, Yellow and Black, fit little 
shoes 5 to 13— Retail from $2.99. 


TINGLEY 
SEALS 


(Youngsters’ Boots) 

A higher boot for older children. But- 
ton, strap and loop are integral parts 
of boot. Won't pull off. Light but tough 
and rugged. Three sizes fit shoes 13-6, 
Retail $3.65 to $3.89. 


MEN’S STORM — The most versatile 
rubber available. In black rubber 

or neoprene. The latter stand up 

even under Atomic Energy de- 
contamination. Four sizes 

fit shoes 61/2 to 13. Retail 

$3.25 to $5.00. Also with 

Tri-Vac Safety Sole in 

rubber or neoprene. 

Retail $4.20 to $6.00. 


MEN’S 10” CLOSURE BOOT 


Lightweight — all 
rubber — no fabric 
lining. Same protec- 
tion as 4- buckle 
arctic. “Bellows” action 
gives air circulation. 
Offers rugged service 
for suburbanites, 
farmers, and all 
industrial use. Four 
sizes fit any shoe 
642 to 13. Retail 
$5.99 to $9.35. 


and Farm Magazines 
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your comments, as we have person- 
ally listened to so many of these 
disparaging comments regarding 
our American shoe industry from 
so many of our foreign shoe 
friends. We again sincerely take 
great pride in the fact that one of 
the great technological develop- 
ments of many years has been the 
development of the STERLON last 
for which our company, an Amer- 
ican one, can stand up and be proud. 

I made a rather hasty suggestion 
to Mr. Harry Hughes of your New 
York Office, suggesting that the 
outstanding shoe publications of our 
industry take the responsibility for 
a symposium during the National 
Shoe Fair with all active shoe trade 
associations, with the idea of a 
coordinated program for every seg- 
ment of our industry to promote 
the sale of more shoes in our coun- 
try. This, in turn, can also lead 
into many interesting and construc- 
tive measures, such as the Ameri- 
can SATRA, etc., etc. 

It is our sincere thinking that 
your article should be sent as an 
individual sheet to other manufac- 
turers and retailers in the country. 
Might I, incidentally, ask what this 
might cost, as we would even con- 
sider footing this small bill to get 
the ball rolling. 

DAVID SERLING 
STERLING LAST CORP. 
LONG ISLAND CITY, N. Y. 


We should set an example 


I read with interest your article 
in the current issue of BooT AND 
SHOE RECORDER [Aug. 15, p. 40] 
entitled, LESS THAN 10% OF 
MEN WEAR SUMMER SHOES. 
It was of more than a passing in- 
terest to me because recently The 
House of Crosby Square conducted 
a similar survey, and our findings 
were almost identical to yours. 

It appears that we both recog- 
nize the problem, and it is also ap- 
parent that we both are looking 
for an answer. One good reason for 
men’s per capita consumption being 
down to 1.3 pairs a year is because 
we have lost this summer shoe busi- 
ness, that is, shoes that must be 
replaced because of the season. My 
friends in the hat business tell me 
the same thing has happened to 
them. 

What is our industry to do about 
this problem? Should we continue 


to force summer shoes upon retail- 
ers who, in turn, end up carrying 
them over, thus tying up their 
open-to-buy? Should the industry 
as a whole get together in one gi- 
gantic promotion to put over a 
back-to-cool shoe idea? The an- 
swer, of course, is no. Individually, 
we have all attempted to do this 
and have failed; collectively, it 
would amount to the same thing. 

How many men are involved in 
our industry? Let’s count the peo- 
ple who make the shoes, the sales- 
men, the executives, the office peo- 
ple, everyone. I am sure the total 
would be staggering. If we could 
get the biggest part of these pev- 
ple to wear two-tone shoes, vents, 
meshes, or weaves, what a tremen- 
dous influence it would have on the 
rest of the country. If all the men 
in our industry, the tanners, the 
findings people, the shoemaking 
people, the ones interested in our 
displays, put summer shoes on, it 
would do more to sell this idea to 
the American public than any other 
single factor I could think of. 

Have you noticed in the past 
couple of months when you sat 
down with a group of people in the 
shoe business and looked at their 
feet, what were they wearing? If 
there were ten men, seven ef them 
were wearing black stepins, two 
were wearing a black tie, and the 
tenth man probably had on a brown 
genuine moccasin. How can we 
hope to sell to the men of America 
a type of shoe that we in the in- 
dustry refuse to wear? 

In conclusion it is my opinion 
that the only way we can get back 
into the summer shoe business is 
by setting an example. With 
enough of us wearing the shoes 
perhaps we can re-interest the buy- 
ing public back into cool shoes. 

Keep up with the new look of the 
BooT AND SHOE RECORDER. It is 
without a doubt the most important 
piece of reading matter that crosses 
the desks of the people in the shoe 
industry. 

H. C. TEMPLETON, GEN. MGR. 
THE HOUSE OF CROSBY SQUARE 
MILWAUKEE, WISC. 


Summer shoes 


Traditional summer shoes—black 
and white, brown and white, ven- 
tilateds, wovens, nylon mesh, etc., 


(CONTINUED ON PAGE 73) 
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BIGGER... BETTER... STRONGER THAN EVER... 


.--STILL AT THE BIG-SELLING 
MASS MARKET PRICE RANGE 


" 


_ 


‘ ae SEE THEM AT THE 
a ‘ ; NATIONAL SHOE FAIRS 
: — ROOM 930 —-— Fontainebleau 
MIAMI 
—ROOM 876G — Paimer House 


CHICAGO 
STEP MASTER SHOES INC. “0 : 
GREENUP, ILLINOIS i - — and at regional shows 
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by ESTELLE G. ANDERSON ee children’s editor 


Children will look like children 


What is fashion? That question has many answers... 
probably no two alike. However, we feel that “fashion is 
that which makes the cash register ring.” In other words, 
what the consumer accepts and buys. In children’s shoes, 
the problem isn’t as complex as it is in the women’s and 
men’s categories. For the youngsters, fashion is generally 
“what catches on with the ‘crowd’” or the ‘group’ rather 
than the connotation of a style. 

When it comes down to the matter of styles and patterns 
in children’s shoes, no question but what there is a definite 
direction and a concerted approach by manufacturers to 
follow a trend. The only difference is individuality or inter- 
pretation. 


Then and now 


In this issue we have traced the pattern of children’s 
shoemaking from 1900 to the present. Changes have been 
evolutionary, not revolutionary. And some features, reminis- 
cent of the past, carry over into the present, almost imper- 
ceptibly. We made one point that bears repetition, and that 
is: One of the most significant developments within the 
past year or so... one that started in the children’s apparel 
field and is “getting through” to children’s shoes . . . is the 
designing, styling and reproportioning of clothes to conform 
to young body contours. 

This may, in some measure, reassure those parents who 
have been decrying the lack of young looking shoes for 
their children who just happen to have big feet. 


Things to come .. . 


We have also previewed the shape and style of shoes to 
come in spring-summer ’62. These reflect the trend toward 
light, bright, young shoes that will look right with the 
clothes. There is less resemblance to adult styles and more 
of the spirit of freshness of youth. These, and perhaps 
even more recent styles (the ones that manufacturers may 
be holding under wraps), will be displayed at the National 
Shoe Fair next week. There, the color, materials and the 
components will complete the look and the feel of the shoes 
that will set the style pace in ’62. 


It’s figures that count 


A pertinent quote on color: “Everybody talks highlight 
colors and we always end up selling 70 per cent patent, 25 
per cent white for little girls. The total of the other colors 
is only five per cent. For little boys, regardless of the 
shades of brown that are offered, black keeps increasing.” 
Added reason . .. emphasis on blue apparel. 
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StoMfsto 


mass market 
price 
is your 


#1 salesman 


Because of today’s 
high cost of living,and 
because children’s 
feet grow so fast 
your juvenile shoe 
customers are more 
budget-conscious 
than ever— and 

Step- Master’s 
mass-market price 
fits more pocket-books 
than any other 

price range. 


slop Mastor 


SHOES, Inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 


a price bracket of $3.95 to “4 


63 





OUP WON DITIRS NAT UTR 1 


MICROFLEX 
BY CAT'S PAW 


far lighter... 
far more flexible 


For samples write: 
0 aryland | In Canada: Cat's Paw-Holtite Rubber Company, Ltd., Drummondville, Quebec 
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Where Quality is a Tradition 


Milwaukee Calf _ . 
by Gallun 


Produced by skilled craftsmen, Gallun’s versatile Milwaukee 

Calf adapts perfectly to modern living . . . and up to the . a 
minute styling. Available in both lined and unlined weights. GALLUN 
In basic and promotional colors. Get true quality, specify LEATHERS 
Milwaukee Calf by Gallun. sen 


A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


Shoes courtesy U.S. Shoe Corp 
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COMING SOON ... the greatest aggregation 
of new fashions ever assembled! A fabulous 
extravaganza of new styling, new colors, new. 
leathers, new patterns! Come one, come all — 
step right up and see what's hot for Spring! See 
the Big Show by Viner, playing now at Miami and 
all regional shows! 


x**x PERFORMERS x x 


. Dick Pearson 
. Bill Wood 

. Dick Collins 

. Ralph Cohen 
. Don Ferritor 
7. Marcus Swan 


1. 


8. 
9. 
10. 
11. 
12. 
13. 


Charles Arnold 


Dave Larson 
Ed Sherman 
Ed Hemphill 
Jim Hemphill 
Ken Lyons 
Ray Forgette 


14. 
15. 
16. 
17. 
18. 
19. 


Bill Burkhardt 
Abe Scolnick 
Fred Moncur 
Don Briggs 
Ray Dumont 
Ray Brown 


VINER BROS., INC., BANGOR, MAINE ¢ MASTERCRAFTSMEN Since 1905 





of BANGOR 


young and gay footwear 








See Us At 
The NATIONAL SHOE FAIR 


The Fontainebleau 00s 
Rooms 1125-1127-1129 
MIAMI BEACH, FLORIDA 


and at all regional shows 





PEOPLE 


ARE 
TALKING 


ABOUT 








\ because this new look in quality leather 
gives you.. 
® MORE BUILT-IN STYLING 
* MORE SURFACE WEARABILITY 
° EASIER CARE PROBLEMS 
: ers Lodnive SHOES...LONGER 


V1 a 








RMOUR LEATHER COMPANY 


UPPER LEATHER DIVISION 
i v ON ) F ARMO R | COMPAN Y 
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Selected by “Art” Linkletter for Quality and Fit 


CARTONING — Colorful and Eye-Catching 
LASTS — Square, Needle, Pointed or Round Toes 
STYLES — Smart and Neat to please everyone 


COLORS — Olive, Antelope, Pineapple and many, many more 
FABRICS — In Keeping with Market Trends 


GRIPS-A complete and nationally advertised line of Canvas Footwear, 
sold only through wholesale distributors. 


Yachting = exe Parents 
Mademoiselle (Food Housekeeping 


GRIPS- Seen on T.V. Twice Each Week 


Free Sales Aids Counter Cards ¢ Streamers © Newspaper Mats 


Weshable PRODUCTS OF BEACON FALLS RUBBER FOOTWEAR - BEACON FALLS, CONNECTICUT 
September 15, 1961 
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«x When you attend the National 


Shoe Fair it will pay to see the smart 
new line of Pro-tek-tiv shoes * made for 
the quality-first market that is becoming 
more important every day * Stop at 
Room 923 (Fontainebleau) * Jim Rick, 
Ken Payne, Bud Curtis and Fred Thomas 
will be there to greet you. 


Pra ye 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. 
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WATERPROOF LEATHER BOOTS 


now a reality, thanks to SYL-MER 


September 15, 1961 


NATIONAL 
SHOE FAIR 


| Sept. 24-27 


Booth 57 


At last, boots that are really waterproof—and comfortable 
as only leather can be. As you know, there’s been a market 
of quality-minded sportsmen waiting for this for years. 


Now that it’s time to cash in, don’t let any missteps spoil 
your chances. Remember, it takes two things to make a 
leather boot acceptably waterproof: 


1. SYL-MER® treatment for water repellency plus free- 
breathing comfort; 


2. Watertight construction, with all seams sealed against 
leakage. 


SYL-MER—made with Dow Corning Silicones—not only 
makes leather water repellent but keeps it soft and flexible 
even after repeated wetting. A prime resource for Syl-mer 
treated waterproof boots is ENDICOTT JOHNSON. Ask to 
see the Syl-mer styles in their “Ranger” line. 


Dow Corning CORPORATION 
MIDLAND, MICHIGAN 


Plain-toe bluchers in Syl-mer finished leather, 
vulcanized construction. 


1102—9”; burgundy; yellow rubber gusset; plaid 
lining; yellow mid-sole; para-crepe outsole; 
short wecige heel; rawhide laces. On Ranger 
last 198. Sizes 6-12, E width. $15.50 


1188—8”; tan; rolled top binding; vamp and 
quarter lined; brass eyelets; wide reinforced 
backstay; 2-piece vamp and quarter; Perma- 
counter; brown Korker sole and heel. On Ranger 
last 194. Sizes 6-12, D and E widths. $10.75 





NyLoVEL 


THE ORIGINAL 100% NYLON VELVET 





They love its care-free, 
enduring elegance. You'll 
love the way Ny| OVE 
colors attract all these 
millions of new high- 
heel customers! 


This is the tag to insist on 
for complete customer satisfaction! 








SALES AGENTS: 48 West 38th Street, New York 18, N.Y. 


SHAIN & CO. Boston 
MANSKE & CO. St. Louis 








MILLS: U.S.A., France, England, Italy, Canada, Mexico, Brazil and Argentina. 
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LETTERS 
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have become victims of the trend 
toward the light-in-weight all-year- 
round shoe. 

The lace-less slipon, for example, 
which is now accepted as a dress 
shoe nine months a year, possesses 
many of the characteristics of a 
summer shoe—lightness in weight, 
flexibility; and because of its 
clean, uncluttered lines, is  suffi- 
ciently casual in appearance to 
merit its wear as an appropriate 
summer shoe. 

The advent of the suburban way 
of life hasn’t helped to perpetuate 
the life of the summer shoe as we 
used to know it. The casual that is 
almost a slipper—soft and pliable— 
has become the week-end walking 
and lounging shoe. An important 
factor, perhaps, is the minimum of 
care (cleaning and _ polishing) 
necessary for these types as op- 
posed to the time and effort re- 
quired to renew white leathers. 

However, there is no need to 
close up shop during the heat of 
summer, providing we cater to the 
trend and to the demand it creates. 
As we can see already, there will 
be more extensive variations of the 
lightweight all year round shoe. 

The “suburban” casual types, 
while enjoying unprecedented popu- 
larity, have only begun to indicate 
their future potential. Color tie-in 
with men’s slacks and walking 
shorts is an area yet to be fully 
exploited. In actuality, shoes should 
be considered an integral part of a 
man’s dress, not the last accessory 
afterthought. 

Men’s footwear must live, not in 
the past, but in the present and 
future, and must not resist the 
trend but take advantage of it and 
further it. 

E. A. RAINEY, V.P. 
DIAMOND SHOE CORP. 
MARLBORO, MASS. 


Amen 
Re: “‘Let’s Get Up Off Our As- 
sets”—Amen! [RECORDER, Aug. 15, 
p. 21.] Wonderful article—keep up 
the good work! 
RAY BENNIGSON, V.P. 


HAMILTON SHOE CO. 


ST. LOUIS, MO. 
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by GERALDINE EPP, teenage editor 


Flag ‘em with color 


It’s going to be a gay, light-hearted season with SHAPE 
AND COLOR the predominating news. We covered lasts 
in detail Sept. 1, so now let’s consider color as it applies to 
top patterns. 

In sport flats for second semester classes, the emphasis 
is on classic simplicity . . . refined as well as soft, raggy 
types of moccasins and loafers. These are at their best 
in NEW neutrals . .. White Jade (greenish), Coffee Cream, 
Caramel and Apricot-cast beiges. They’re also wonderful 
in grained or textured versions of bright blue (Nautical, 
Bristol, Olympia) and clear, blue green (Spring or GO). 
The latter are exciting with navy. 

Multi-colored novelties . . . tie oxfords and stepins that 
feature raw-edged pieces or harlequin treatments ... em- 
brace three, four or even more colors. Turquoise with green, 
white and coral for example, or red-white-and-blue. 

Flatties for play are being opened up via sandalized treat- 
ments, open shanks and open backs with closed toes. Like 
their tailored counterparts, these playshoes are executed in 
neutrals, blues, greens with reds and sun-touched oranges 
and yellows designated necessary. 

In dress flats, the trend toward open shanks also is ap- 
parent. Another opening note: the low shell. Ofttimes tiny 
drawn straps are used on these shells to assure better fit. 
Black patent and white, of course, but don’t overlook varia- 
tions on the neutral story (Malt, Café au Lait) and pretty 
pastels such as yellow, coral and lilac. 

Colored patents in both regular and aniline finishes loom 
as one of the biggest stories in little heeled pumps. The 
best way to buy them... one pattern in a range of 
colors that might include Antique White, Red, Coral, Tur- 
quoise or Tango. In smooth leathers, the fashion colors seem 
to be coral, yellow and lilac. 


GOOD BUYS for the new season: Pintucked moccasin with offsided 
cross piece by Fashion 10; broad strapped sandal by Sandler; multi- 
colored treatment on thick-but-light crepe soled oxford by Golo. 
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OFTEN IMITATED...NEVER DUPLICATED... 
Sy! oy 


ps 
and Sparkle Toes 
by 


¢ 


i 


national shoe fair 
and at 


Sip 


Wha Wee 
igh 


y, 


i Ge 0 : 
MANUFACTURED BY WEBER SHOE COMPANY; INC.; TIPTON, MISSOURI 
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PATTERN PORTRAIT 
Precision planned 


by GERVASE BUTLER 


T Square precision in scale builds fashion and comfort into this tailored 
city slipon. There is plenty of underfoot support assured, yet its construction 
is lightweight and extremely flexible. A notable detail is the simulated wing 
tip which makes for a lighter weight forepart. Another, the no-gap elasticized 
topline. In season right llama grain calfskin. E. T. Wright & Co., Inc. 
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National Shoe Fair at Miami 
Heads for Spectacular Success 


Four powerful forces, already ac- 
celerating, seem destined to make 
the upcoming National Shoe Fair 
one of the most buyer-bustling 
shoe shows held in many seasons. 
These forces are: 


1) Intense retailer interest in 
crystallizing style-trend decisions 
for spring buying programs. 

2) The rising wave of price in- 


creases expected to affect the ma- 
jority of spring lines. 

3) The outlook for a 1962 boom 
in production and retail sales of 
shoes. 

4) The prospect of delivery 
problems on delayed orders as a re- 
sult of the anticipated high rise in 
factory activity. 

All of these forces are gathering 


Thirty-six sleeping room hotels along the famous Miami waterfront are officially 
connected with the Fair. The five exhibit hotels are closely interspersed among them. 


momentum, converging to build up 
a strong head of steam behind re- 
tailer interest in this year’s Fair. 
Adding to this is the expected and 
long-awaited inventory rebuilding 
program due to go into effect over 
the immediate weeks and months 
ahead. 

Action is the word for ’62. Indus- 
try spokesmen are already forecast- 
ing new peaks. A production mark 
of between 640 and 660 million 
pairs (as compared with the previ- 
ous high of 638 million in 1959). 
Retail shoe sales should easily pass 
the $4.5 billions level, also a new 
high. 

A new locale and timing have 
added further flavor and interest to 
this year’s Shoe Fair. After some 
25 years in Chicago, the Shoe Fair 
now moves to Miami Beach. After 
many years in which the Fair’s 
dates were the latter part of Octo- 
ber, the new dates are September 
24-27, an advance of a full month. 

This has given rise to the Fair’s 
pertinent theme: “Earlier Look, 
Smarter Buy.” The earlier timing 
has now been established to give 
buyers an opportunity to take a 
longer, deeper look into the new 
spring lines—and a chance to bet- 
ter appraise and plan purchases for 
the new season. The end result: a 
smarter, more profitable buy. 

States L. Edward Tuffly, chair- 
man of the National Shoe Fair, 
and principal in the prominent re- 
tailing firm of Krupp & Tuffly, Inc., 
Houston, “The new timing and lo- 
cation of the Shoe Fair, along with 
the sales boom forecast for 1962 
shoe business, have generated more 
excitement surrounding this event 
than has been seen in many years.” 

Over 5,000 sleeping room reser- 
vations have already been booked 
through the show’s Housing Bu- 
reau at Miami Beach. This alone 
accounts for an estimated 8,000 
shoemen. Many others have booked 
reservations directly, and further 





Powerful economic forces combine with new timing and new locale to 
stimulate retailers’ enthusiasm for ‘‘world’s largest shoe show.”’ 


reservations continue to pile in dur- 
ing the closing days. A total at- 
tendance of some 10,000 buyers and 
retailers is expected. 

Some 36 sleeping room hotels— 
all waterfront locations—are offi- 
cially connected with the Fair. 
Many retailers have expressed sur- 
prise at the modest room rates— 
from $6 to $14 single—at these 
luxury hostelries on the spectacular 
Miami Beach front. These, of 
course, are off-season rates (regu- 
lar rates during the winter season 
range from $20 to $40 for the same 
rooms, daily). 

The five exhibit hotels are the 
Fontainebleau, Barcelona, Sor- 
rento, Seville and Montmartre. 
These are closely interspersed 
among the 36 sleeping room hotels. 

Some 700 exhibitors will present 
more than 1,000 new lines and over 
60,000 new styles and patterns for 
resort, spring and summer wear. 
The exhibits themselves will extend 
some 12 miles of display space. 

Every conceivable type and 
price range of footwear will be 
represented; virtually every na- 
tional brand made, plus the great 
majority of leading firms produc- 
ing unbranded merchandise. It is 
perhaps no wonder that the Shoe 
Fair makes claim to being the 
world’s largest and most complete 
shoe show. 

So large and important is this 
event that Shoe Fair officials this 
year voted to exclude all daytime 
events or activities connected with 
the show. This is to allow the thou- 
sands of visiting buyers and re- 
tailers to concentrate their time on 
their primary objective of shopping 
the many new lines without inter- 
ruption. This policy has already 
won strong favor among buyers. 

A major innovation at this year’s 
Fair is the spectacular Fashion 
Show, being held Sunday, Septem- 
ber 24, from 5:30 to 6:30 P.M. in 
the Fontainebleau Hotel. Some 
2,000 shoemen are expected to at- 
tend this event. The presentation 
will consist of selected key style 
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themes in men’s, women’s and chil- 
dren’s shoes for spring. All shoes 
will be shown in color on a huge 30- 
foot-wide screen. In addition, a 
live family of models will prome- 
nade many of the new styles. Pro- 
fessional commentators will add 
descriptive detail to the showings. 
A take-home script will be given to 
all in attendance, outlining the 
highlights of the style forecasts 
presented on the screen. 

Immediately following the Fash- 
ion Show, the popular Open House 
affair will be held at the Fontaine- 
bleau, from 6:30 to 8 P.M. Among 
the features will be free buffet, 
cash bars, roaming minstrel musi- 
cians, all of which should contrib- 
ute to an enjoyable evening for the 
hundreds of shoemen who will meet 
there to talk shop or socialize. 

Three large-screen color TV sets 
are being awarded as door prizes to 
lucky winners among the retailers 
and buyers who register. 

The National Shoe Fair is again 
providing free bus service between 
all five exhibiting hotels. The buses 
will run on a five-minute schedule. 

A special color-slide film, “Shoe 
Business For Profit,’”’ will be shown 
several times daily during the Fair. 
The film, prepared by the Ladies 
Home Journal, and based upon an 
extensive market research study of 
retail shoe business, contains some 
extraordinary revelations for even 
the most experienced shoemen. It 
unveils a number of “hidden” 
costs in shoe business operation, 
and how to minimize these costs 
while maximizing profit returns. 
Admission is free, and showings 
will be at the Fontainebleau. 

The Designer Shoe Guild, some 
19 women’s high-fashion, high 
price shoe firms whose names are 
synonymous with style leadership, 
exhibits as a total group at the 
Montmartre Hotel. This prestige 
group is internationally recognized 
as the most influential footwear 
fashion trend innovator in America. 

While earlier there were some 
qualms in the industry concerning 
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Chairman, National Shoe Fair 
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the new timing and location of the 
Shoe Fair, the new course of events 
affecting shoe business appears to 
be falling strongly in favor of the 
important changes that have taken 
place in this show. The mounting 
momentum of the back-to-market 
movement among retailers and buy- 
ers promises not only a very sub- 
stantial attendance but a buying- 
interest activity that has not been 
seen in many seasons. 


One point of major concern to all 
retailers is the prospect of higher 
prices. Many manufacturers have 
already announced price increases 
on spring lines, and the Shoe Fair 
is expected to open with the major- 
ity of lines based on higher prices. 


As usual with announced or an- 
ticipated price rises, buyer activity 
is stimulated. Despite the earlier 
dates of the Fair, it is expected 
that bookings will be appreciable at 
that time. Two reasons substanti- 
ate this: the anticipated higher 
level of retail shoe sales for spring 
1962 and the readiness of buyers 
to start rebuilding inventories. A 
further point of pressure that will 
stimulate earlier orders is the ex- 
pected problem of deliveries on 
spring merchandise as factories go 
into full gear. 





another reason 


MIRACLE TREAD retailers 


are getting the volume 
AND the profit in the 
big 10.99—-12.99 market! 


This is ‘‘Play-Pet.’”’ Makes you wish Miracle Tread supplied 

a stockroom traffic cop! You get everything else from the fastest 
growing middle-of-the-road line in America! The mid to low heels (a 
Miracle Tread specialty!) . . . the fit. . . the “take-me-home-look”’! 
Same-day in-stock service—no walkouts to stop the profit pace! 


Of course, co-op advertising . . . and Miracle Tread’s 
full 5% discount on ail orders, including reorders! 


Interested? You’ll find the Miracle Tread people most 
interested in helping you get maximum turnover, 
maximum profit from this huge ACTION market! 


Wi racle Fread. 


Another Constant Jurnover product of Craddock-Terry, Lynchburg, Va. 
N. Y. Sales Office 112 W. 34th St. 





The Functional Concept of 


FASHION 


In Footwear 


Fashion wears two faces. One is decorative, the 
other is functional. The first is for ornamental value. 
The second is for performance and adaptive value. 

Some types of fashion apparel are strictly decora- 
tive. Women’s hats, for example. Functional per- 
formance plays virtually no role here. 

But in other types of apparel, decorative value must 
be closely linked to functional values. And in no other 
classification of apparel is this more positively ex- 
pressed than in shoes. The most beautiful and orna- 
mental shoe in the world is worthless unless it fits 
well and performs well on the foot. And it is also 
worthless, fashion-wise, unless it has adaptive pur- 
pose—to occasion, to activity, to costume coordina- 
tion, etc. 

The foot is primarily a functional object. Like a 
complex engine, it has scores of moving parts. With 
an average person taking some 10,000 steps a day, 
the “movements” of parts within the foot total in the 
millions daily. 


Art and engineering 

Thus the shoe, like the foot it sheaths, must be 
functional. Fashion, then, becomes a combination of 
creative art and creative engineering. The “art” is 
its decorative part. The “engineering” is its func- 
tional part. You can no more have a solely decorative 
shoe than you can have an engineless car and call it 
a true automobile. 

On the other hand, when the ornamental values are 
removed, we no longer have fashion but merely a 
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stripped-down utility item. 

To regard fashion solely or even largely as decora- 
tive is a one-eyed perspective. Fashion as fluidity. It 
is a thing of action, of function. The most beautiful 
and expensive gown becomes a fashion travesty when 
ill-fitted on an ill-shaped woman. The designer’s 
meticulously and purposefully created lines are de- 
stroyed. 


The requirements of fluid action 


The same concept applies to a shoe. A shoe, to fulfill 
the decorative promise of fashion, must live up to its 
requirements of fluid action—a functional item per- 
forming to the intricate demands of a constantly 
mobile foot. 

When art and engineering are properly mated in 
the design of a shoe, you then have fashion in its 
most true and supreme form. It is no longer a still- 
life portrait, but beauty in motion—the perfect ex- 
pression or art, of fashion. 

Someone, in commenting about a beautiful woman, 
said, “She was an exquisite creature—until she opened 
her mouth to speak and spoiled the whole damned 
dream.” 

So, we see, beauty is more than a concept of orna- 
mentation, of “looks.” The same applies to fashion. 
There is an “inner beauty” to fashion. And it’s ex- 
pressed functionally. In footwear, fashion reaches its 
pinnacle of “inner beauty” when it renders its maxi- 
mum of engineering performance so that all its deco- 
rative values are enhanced; that is, when the shoe 
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THE FUNCTIONAL CONCEPT OF FASHION 





The most beautiful shoe in the world is worthless unless it fits well 
and performs well on the foot. But it must also be decorative and 
suited to the occasion on which it is to be worn. 


’ 


“speaks” it does not spoil the dream promised by the 
artistic appeal of the designer’s creation. 

But function in footwear fashion is not spelled out 
by performance only. Function in fashion is more 
than fit and wear satisfaction. Function is also proper 
adaptation of an article of apparel, such as shoes, to a 
given set of activities; of costume coordination; of 
season; of time of day; of particular occasion. 


Two things fashion must do 


Thus, from the vital functional standpoint, fashion 
must do two things to deliver its maximum design or 
decorative values: 

1) It must be engineered for performance values. 

2) It must be correctly attuned or adapted to specific 
uses under specific conditions. 

Hence, fashion in footwear fulfills itself by the 
values of decoration, of performance, and adaptation 
to particular uses. 

So fashion, we see, is not a still-life concept but an 
active-life concept. Fashion does not reach maturity, 
fulfillment, until it becomes functional—until it be- 
comes purposeful. 

This is a total approach to fashion. If presented 
in this way, it makes fashion meaningful to the cus- 
tomer, the public. Fashion now comes alive because 
it is a thing of movement, of purpose, of destination. 
Fashion now becomes more than a bauble to appeal to 
the eye—a voice to appeal to the whole being. 

In selling, merchandising and promoting fashion in 
footwear, we can now carry beyond the preliminary 
stage of merely how the shoe “looks” on the foot. We 
extend to the more important stages—the functional 
stages—of what each category of fashion shoe does 
to the foot, to the entire person. 

To take an extreme, a smartly styled casual is 
fashion. But worn to a formal ball with an evening 
gown it is grotesquely unfashionable. Fashion is 
fashion only in its place. The functional role of fash- 
ion determines its place. This obviously means that 
all fashion selling begins with the functional role of 
fashion. 

We do not sell the shoe. Rather, we seil what the 
shoe will do, how it will serve, in terms of fashion. 
Fashion must fulfill a role of action. If it is simply 
a beautiful wallflower, it will fade on the wall. It 
must have a purpose. 

Fashion, therefore, becomes a moving vehicle. 
Fashion is not a static destination but a manner of 
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traveling. And if fashion is movement, if it has pur- 
poseful direction, then it is fundamentally functional. 

There are various examples of “functional fash- 
ion” in footwear. The rubber-fabric casual is one. 
First, it’s a type of construction, as well as a type 
of feel and look, that is distinctive. It also fits into 
a particular type of activity, for a particular oc- 
casion. It thus stands uniquely alone as a special- 
ized aspect of functional fashion. 

The leisure shoe, a kind of combined indoor-out- 
door footwear, is a particular functional fashi-n. It’s 
designed for a special use. And it has its own par- 
ticular type of performance characteristics that are 
unlike those required of regular daytime shoes. 

The casual is still another distinctive example. 
It has its own special time and place and purpose 
in the shoe-wearing schedule. Functionally, it feels, 
looks and performs differently than a regular dress 
shoe. And it is made differently to express the de- 
sired functional differences. 

Thus, what distinguishes one classification of foot- 
wear from another consists not merely of appear- 
ance or design, but of purpose in terms of functional 
wants and appeals. 

And this sums up to “the functional role of fashion 
in footwear”. 


Untapped potentials 


It is this functional concept of fashion in footwear 
that holds rich potentials which are still largely un- 
tapped in selling more footwear through fashion 
channels. Fashion is not whimsical. While some fash- 
ion is bought on impulse, the very large majority of 
it is selected and purchased with forethought, with 
specific purpose. 

How and where do the many individual versions of 
footwear fashion fit into the customer’s scheme of 
things—the wants, the needs, the desires? Customers 
have their own pre-determined schedule of wants. But 
there is a vast unfulfilled vacuum of undetermined 
fashion wants. If these are properly tapped via fashion 
suggestion and guidance, then the pre-determined 
fashion needs can be expanded into unlimited wants 
and desires. 

It can be summed up: Give the product a reason 
for being, and you give the customer a reason for 
buying. 

The functional role of fashion in footwear holds the 
promise of doing just that. 
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What Is Fashion? 


by EVELYN SCHLESS 


Fashion is a guessing game—but even so there are 
factors that govern popular acceptance of a style. 


Books have been written, argu- 
ments waged, fortunes made and 
lost ... all in an attempt to answer 
this question. 

Defining fashion is really simple: 
a fashion is a style accepted and 
used by the public. 

Whatever has been accepted, and 
is being used by people of any 
group, constitutes fashion for that 
group at that time. Within any 
group there are usually several 
fashions at the same time. Rarely 
does one entire group follow a sin- 
gle fashion. However the number 
of fashions currently accepted by 
one group is generally limited. 

A fashion will spread if there are 
enough variations, versions and 
variety of qualities and price lines, 
thus fulfilling individual needs and 
demands. 


The basic fact 


What makes fashion so intrigu- 
ing, and fashion business so excit- 
ing and sometimes so precarious, is 
this basic fact: CONSUMERS, 
NOT PRODUCERS, MAKE A 
FASHION. Producers offer styles. 
Consumers choose those that be- 
come fashion. Mass consumption, 
in turn, is to a great extent domi- 
nated and directed by fashion, 
rather than necessity, durability or 
practicality. Predicting which 
styles will turn into a fashion is a 
guessing game with millions of 
dollars at stake. But it is not a 
mere turn of the wheel. There are 
rules to this game, factors which 
influence the popular acceptance of 
a style trend and therefore make it 
become a fashion. 
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One factor is the tendency of 
people to follow the leader. Fashion 
straws in the wind include style 
experiments of people in the news, 
whether they be theatrical, social or 
public figures or persons considered 
part of the fashionable elite. 

Another straw in the wind is the 
temper of the times . . . current 
events which may capture the 
imagination of people. 

Still another influence is the 
force of snob appeal. Status sym- 
bols are strong factors in the way 
people behave, the cars they buy, 
the food they eat, the places they 
live... and certainly the way they 
look and dress. 


Fashion changes 

Fashion is a dynamic, ever- 
changing process, and one of the 
trickiest elements in the fashion 
business is timing. It takes ingenu- 
ity, at times, to induce women to 
adopt a new fashion; and it takes 
good judgment to determine wheth- 
er this is the time for drastic 
change. 

Women, to accept a new look, 
must be, to some extent, bored with 
the present look. When a look is so 
deeply entrenched that it has be- 
come practically a uniform, women 
will not discard it easily. 

A recent example of a major 
fashion change took place after the 
Second World War. Women had 
been living in Short, straight, sim- 
ply cut and made clothes, made ac- 
cording to a wartime regulation 
called L 85. In 1947, Dior launched 
his “New Look” with extremely 
full skirts that were just above 


ankle length . . . and a whole new 
silhouette came into being .. . one 
that dominated for years. Women 
were ready for a change. The tim- 
ing was right. 

Another fundamental rule of 
fashion change: when one part of 
the female body has reached satu- 
ration as a point of interest and 
emphasis, it is time for some other 
portion to be emphasized. Thus we 
have the current change of interest 
from bosom to leg. 


A captive audience 

“It is impossible,” says costume 
authority Clifford Bax, “to over- 
estimate the psychological need of 
women to be in fashion.” Fashion 
is a morale booster . . . and this 
factor has turned American women 
into the most gullible captive audi- 
ence in the world. 

To be sure, not everyone is in 
exactly the same captive frame of 
mind. There are two exempt 
groups. First there are the sub- 
fashionites, that depressed one- 
quarter of our population still liv- 
ing on inadequate incomes. They 
can’t afford to be in fashion. 

Then there are the suprafashion- 
ites, the peak of our few-percent 
elite who can afford to live loftily 
above it. 

But in between these two groups 
is a vast majority: the middle mar- 
ket getting more and more blown 
up, like a gigantic piece of pink 
bubble gum. There they are, 
trapped, happily unprotesting, hap- 
pily waiting for the new fashions, 
anxious to commit their “uncom- 
mitted funds.” 





The Influence of 
Fashion in Footwear Consumption 


Fashion does sell shoes but only when it creates a wanted 


or needed new kind of shoe based on a fresh fashion theme. 


Just about everyone agrees with 
the axiom that “fashion sells 
shoes.” 

But very few shoemen can con- 
vincingly demonstrate how, or why. 
The axiom is more an expression 
of faith than an expression of rea- 
son. Perhaps it’s because “fashion” 
is a nebulous, wispy concept to be- 
gin with—at least in the minds of 
many. 

For example, each year there’s 
an enormous turnover of “new” 
fashions—some 100,000 new pat- 
terns introduced annually. Does 
this fashion floodtide sell more 
shoes? No. We sold fewer shoes 
in 1960 and 1961 than in 1959—de- 
spite the influx of 200,000 more 
“new” patterns and styles. In the 
10-year period, 1950-60, over 1,000,- 
000 women’s dress shoe patterns 
were introduced, with only a frag- 
ment of advance in per capita dress 
shoe sales. In the same period, 100,- 
000 new men’s shoe patterns were 
introduced, with an actual reduc- 
tion in per capita sales, 1960 from 
1950. 

No, fashion does not automati- 
cally sell shoes. In fact, as the rec- 
ords will show, an over-abundance 
of fashion can actually smother 
sales. Too much fashion or fash- 
ion turnover can confuse and con- 
found. It can drive customers to 
“playing it safe” by buying the 
simple go-with-everything black 
pump, or straight-tip oxford, or 
do-all casual. 

But when new fashion is built 
around new functional concepts— 
now we have added sales, and a 
climb to a new plateau of per capita 
shoe consumption. Thus the axiom 
is essentially true: fashion does 
sell shoes. But only when it cre- 
ates a wanted or needed new kind 
of shoe based upon a fresh fash- 
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ion theme—and not a doctored-up 
version of tired themes. 

Some graphic illustrations of how 
this has proved an_ unalterable 
truth. For decades prior to 1934, 
per capita consumption of women’s 
shoes averaged below three pairs. 
In 1935 it leaped to 3.3 pairs, and in 
1936 to 3.6 pairs. It has since 
climbed steadily to 4.5 pairs. What 
happened in 1934-35 to cause the 
sudden change? The introduction of 
the playshoe (later to evolve into 
the casual) —a new functional con- 
cept that won and retained cus- 
tomer appeal. 

Up until the early 1940’s, per 
capita consumption of misses’ and 
children’s shoes averaged a little 
over three pairs. Then abruptly it 
leaped to four pairs, and has since 
climbed to above five pairs. What 
happened in the early 1940’s? The 
introduction of fashion—true fash- 
ion in a wide selection—in this 
field for the first time. It created 
a new dimension—beyond the same, 
tired old “utility” footwear. It was 
a new functional concept—the en- 
try of functional fashion. 

Now the story in reverse. Per 
capita consumption of men’s shoes 
over the past 40 years has fallen 
from 2.5 pairs to a present 1.7 
pairs. In the same period, boys’ 
and youths’ shoes have dropped 
from 1.8 to 1.6 pairs. And in the 
same period, infants’ and babies’ 
shoes have remained static at 
around two pairs. 

Note one significant fact about 
all of these three classifications. In 
the past 40 years, not one new, ma- 
jor functional concept has been in- 
troduced. Yes, there has been a 
constant introduction of patterns, 
colors, etc.—the customary seasonal 
and annual turnover. But these 
have been changes in treatments, 


not entry of new functional con- 
cepts. 

There is a profound lesson be- 
hind these records. It gives cred- 
ence to the axiom that fashion sells 
shoes—but only when the “new” 
fashion is new in a genuinely func- 
tional sense. It is only here where 
extra-pairage sales resulting in 
higher per capita consumption be- 
come a realistic result. 


The growth of the footwear in- 
dustry will never come about sim- 
ply through fashion for the sake 
of fashion; that is, the monoton- 
ously turning wheel of seasonal and 
annual fashion change. This merely 
sustains an established plateau of 
sales and consumption, but it does 
nothing to lift sales and consump- 
tion to higher plateaus that be- 
come the new norms. This can be 
accomplished only by the introduc- 
tion—backed by the proper “edu- 
cational” fashion selling and pro- 
motion—of fresh functional con- 
cepts in footwear fashions. 

Even fashion must have a “rea- 
son for being.’ People do not buy 
fashion but a use for fashion. We 
are no longer a “need” economy but 
a “desire” economy. There is a 
saturation point to needs. There is 
no saturation point to desires—pro- 
vided the product gives purposeful 
fulfillment to the desire. 

Per capita consumption of foot- 
wear—despite its long, slow climb 
over the years—is far from any 
saturation point. And it can be 
mace to move at a much faster rate. 
Fashion is the vehicle upon which 
it can move. But only when fash- 
ion makes the most of the lesson 
that the long record teaches: that 
growth in footwear sales and con- 
sumption is hitched to fresh func- 
tional concepts in creative fashion. 


Boot and Shoe Recorder 





How Shoe Fashions Originate... 


Behind each successful shoe fashion there 
must be an idea. It may fit a way of life, fill a 
recreational need, follow a fashion trend; above 
all else it must have a specific reason for being. 


A shoe style becomes a shoe fash- 
ion when it has “buy-me” quali- 
ties: 

a. eyeappeal... 
pearance 


attractive ap- 


b. fills a “‘need’” or stimulates a 
“want” 


Always there must be good de- 
sign ideas for new shoe styles that 
might become fashion—and always 
the well-thought-out and well- 
executed design will make it— 
through all the obstacle courses— 
provided there is follow-through at 
all levels as the design idea moves 
from manufacturer to retailer to 
consumer. 


A shoe fashion, before becoming 
“fashion,” was a shoe design, and 
shoe designs originally were 
“ideas.” Every shoe “fashion” got 
that far because the original de- 
signer gave it careful thought in 
the development state—the idea 
level. The shoe was designed with 
a reason for being—perhaps the 
designer noted a certain color was 
beginning to appear in the new sea- 
son’s apparel fabrics and looked 
like it would be volume in sports- 
wear, and so designed shoes to be 
worn with sportswear in colors to 
match and contrast with the ap- 
parel color; or the designer might 
feel there was a real market for 
winter casual footwear since winter 
sports activities have become ex- 
tremely popular; or more women 
driving cars may influence de- 
signers to develop shoes with non- 
scuff heels and quarters or perhaps 
special “driving” shoes to be left 
in the car; or noting strong design 
trend toward simple, uncluttered 
lines in apparel plus popularity of 
simple, functional designs in archi- 
tecture, etc., feels all types of shoes 
should be in keeping so designs en- 
tire line around this theme. 
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by KAY SLEATER 
Designer and Fashion Director 
Mutual Shoe Sales Co. 


As these “ideas’”’ become shoe de- 
signs it becomes imperative that the 
idea for which the shoe was de- 
signed be promoted along with the 
shoe design itself. Many good shoe 
designs are lost because the origina! 
“idea” or “reason for being” was 
not presented effectively along with 
the shoe. 

Then, of course, the “idea” which 
has been given “alert” promotion 
must be bought and promoted with 
equal awareness and enthusiasm if 
it is to become a possible candidate 
for the winner’s circle of shoe fash- 
ion. Retailers who buy these shoes 
with “reasons for being” have a 
“reason for selling” and give cus- 
tomers a “reason for buying’’—and 
when customers find a “reason for 
buying” specific shoes or types of 
shoes these shoes become “fashion” 
and pay off in good sales. 

Shoe designers, manufacturers, 
retailers who have their radar 
screens turned on and alerted for 
change will be the first to originate 
new shoe styles with specific “‘rea- 
sons for being”’—candidates most 
likely to succeed in becoming new 
shoe fashions. 


A few areas that deserve special 
attention from those who want to 
originate new shoe fashions or 
those who wish to sell these new 
shoe fashions include: 

1. Our changing way of living. 
The American way of life has 
changed more rapidly in the last 
ten years than it has in any similar 
period in history. And it is geared 
to change even more rapidly in the 
future. This will call for new shoe 
styles to answer needs and wants 
brought about by these changes or 
will influence greater interest in 
certain types of footwear. 


One example of the power of 
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these changes on shoe fashion is 
illustrated by the move to suburbia 
during the past decade. Because 
more women were driving kids to 
school, shopping in suburban stores, 
living the “casual” way with out- 
door barbecues, do-it-yourself proj- 
ects, etc., and in all cases wearing 
informal, casual apparel, we saw 
a tremendous demand build up for 
casual styles and low-heel footwear. 

2. Recreational activity — sports 
popularity. These fields always of- 
fer opportunity for development of 
new shoe designs that are potential 
shoe fashions. Bowling and boat- 
ing for example have inspired sev- 
eral new ideas in footwear design 
recently with both functional fea- 
tures and modern attractive design 
treatments — good possibilities to 
become popular shoe fashions. 

3. Apparel trends. Silhouettes, 
colors, materials and general style 
features of apparel design often ex- 
ert general influences on footwear 
design, making certain style fea- 
tures more “in fashion” than 
others. Current concentration on 
simplicity of line and classic style 
treatments in apparel (popularized 
by Mrs. J.F.K.) has brought about 
even stronger consumer interest 
and demand for classic shoe styling. 
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Shoe Fashions of the Past 


Foot coverings for protection 
and footwear for personal adorn- 
ment are linked with the story 
of mankind from prehistoric per- 
iods to our present epoch. Through 
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the centuries shoes trace the path- 
way of civilized man’s cultural 
growth. Even in the shadowy 
period of the Stone Age, hunters 
made crude foot coverings of 
rushes or animal skins. 

Shoemaking has an _ honored 
lineage from very early times, 
when craftsmen banded together 
to make the footwear for nobles 
and warriors in Egypt, China, In- 
dia, Assyria, Greece. Shoe guilds 
of ancient Rome, of the Middle 
Ages and the Renaissance flour- 
ished as important trade groups. 
Up to the end of the 17th century 
members of the powerful shoe 
guilds acted as spokesmen for 
their honored craft, on the Con- 
tinent and in England. 

All through the great epochs 
of history, footwear has_ been 
made to fit human feet and meet 
the individual requirements of the 
wearers. Yet through the centur- 
ies only a few basic design shells 
have been created or have evolved. 

The shoe artisan worked with 
amazing skill on the making of 
matching pairs of shoes, artfully 
designed and carefully finished, 
to serve uniquely as foot covering 
and foot adornment. 

The basic desigr from which 
all our favorite modern shoe fash- 
ions deriveexemplify various 
methods of fastening or adjusting 
footwear on the feet. Shoes can 
be wrapped or lashed on the feet, 
tied on with latchets or bands, or 
laced with thongs, lacings or rib- 
bons. Shoes that can be slipped 
on and worn without adjustment 
of any sort are as ancient as In- 
dia, as modern as today, while 
those clasped with buckles, but- 
tons or hooks and fasteners ap- 
pear through the entire history of 
footwear. 

Stretchable shoes are not new— 
only the means of making them 
stretchable have changed. Con- 
temporary shoe design is con- 
stantly enriched by reappearance 
of basic shoe shells in modernized 
variations from the annals of his- 
toric costume. 


- 
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shoe Fashions: Present 


September 15, 1961! 


The unchanging shape of the 
human foot is one tangible factor 
governing all design, all style 
changes in the field of footwear. 
Bizarre shapes, eccentric details, 
outlandish exaggerations have 
come and gone in footwear fash- 
ions, but it is amazing that all 
of these were at some time de- 
vised to cover living human feet. 

The dynamics of foot action 
still perplexes technicians in shoe 
production. The modern shoe de- 
signer has joined up with the engi- 
neer in order to master some of 
the complexities of footwear styl- 
ing in a scientific age. But he still 
borrows from the past as the well- 
spring of design inspiration, re- 
furbishing and recasting shoe 
shells of Yesterday in the bright 
new image of Today. 

Modern versions of historic 
types (illustrated in panels at 
right and left) are never slavish 
duplicates. They must be inter- 
preted in the idiom of contempor- 
ary style trends. And they subtly 
reflect those electrifying new de- 
velopments in our 20th Century. 

Shoe designers in the 1960’s 
have a vast reservoir of historic 
styles from which to draw. Style 
trends in men’s shoes, in women’s 
shoes, in children’s shoes are all 
linked with favorite shoe types 
illustrious in their day. But the 
new versions represent a compos- 
ite of basic design, functional 
character and technical achieve- 
ment. 

Style evolution is sometimes 
energized by revolutionary new 
developments in society, in eco- 
nomics, in technology. Shoes styles 
reflect such revolutionary change 
just as they mirror individual in- 
terpretations of modern living in 
various climes and different parts 
of the globe. 

The modern shoe may be emi- 
nently functional, beautifully dec- 
orative, completely practical for 
daily use, or utterly frivolous for 
occasional wear. Thus are basic 
styles in shoes interpeted in fan- 
tastic variety to make our foot- 
wear fashions of the present day. 
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New Women’s Fashions Based on 








1962: The spat-type pump based 
on 1905 look of spat over shoe. 





1962: Two-strap pump, vamp cut-out. 


1909: Two-strap shoe, block heel. 


1962: Neo-classic regent pump. 
1911: Regent opera, Louis heel. 

















1962: Seamless pump, new heel. 
1910: Seamless pump, Louis heel. 








1962: Squared alligator sneaker. 
1910: Women's athletic sneaker. 


1962: Fancy lace o+-home boot. 


1914: High laced kid boot. 








1962: The tailored oxford, almost 


identical to 1926 shoe. 


* * Twenty-one high 
fashion styles and 
shapes for spring 
1962 .. . all inspired 
by earlier twentieth 
century styles. 


1962: Theo tie afternoon shoe. 
1926: Clara Bow Theo tie. 


1962: Square toe thong sandal. 
1930: First open beach sandal. 

















1962: Porthole perf sling pump. 
1934: Punched through perfs. 


1962: Shell pump, pancake heel. 
1936: Laced espadrille flat. 


Boot and Shoe Recorder 








Earlier Twentieth Century Styles 














1962: Ankle strap evening shoe. 


1916: Irene Castle dance shoe. 


The twentieth century, with its 
great new inventions, innovations 
and speed brought about a com- 
plete change in women’s role in 
life. 

As women became more active 
outside their own homes, went to 
work, traveled and got the vote, 
they became more adventurous in 
their way of life and dress. 

Showing their legs, for the first 
time, gave them a feeling of equal- 
ity in their new competition with 
men. 


And as women began to move 
in great strides, so did fashion. 
Never in the history of fashion 
have there been so many new 
styles concentrated in such a rela- 
tively short period of time. 


And yet—paradoxically—almost 
all the styles that originated in 
the first half of this century are 
going strong for 1962. In some- 
what updated versions, they make 
some of the most high-fashion 
looks for spring. 


























1962: Open shank T-strap shoe. 


1920: Open shank quarter strap. 





1962: D'Orsay pump, updated. 
1925: Classic D'Orsay pump. 


1962: Spectator pump flat. 
1926: Original spectator pump. 




















1962: Stacked heel walk sandal. 
1932: Opened-up street sandal. 





1962: Shawl tongue low cut flat. 


1962: High front at-home mule. 
1936: Valkyrie, wall lasted. 

















1935: Shawl tongue peasant shoe. 














1962: Closed toe sling pump. 
1939: Open toe platform sling. 
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1962: Ghillie look, flat heel. 
1940: Ghillie on wedge heel. 


1962: Ankle strap evening shoe. 
1940: Baby doll ankle strap. 











Pattern Panorama .... 1900-1961 


Twentieth century design in men’s footwear evidences 
an epochal progression in form, function and fashion. 
by GERVASE BUTLER 


1900-1910 


Turn of the century changes in American living 
made the low cut oxford popular. Paved streets be- 
came a mark of progress everywhere. Footwear paced 
fashion instead of function. The gaitered tycoon im- 
age gave way to the smartly shod man of affairs in 
Balmoral ties or sportier buttoned oxfords. Bicycling 
wheeled into fashion; with it the canvas sports shoe. 


1910-1920 


Elegance reached a peak of sorts pre-World War I. 
Spats bespoke the man with metropolitan ideals. 
Their popularity was reflected in their variety, ex- 
treme at times, and in a swing back to shoes with 
uppers. Buttoned styles bowed out when the Munson 
last with hook and eyelet marched Johnny overseas. 


1920-1930 


Three little words—Prince of Wales—are a fashion 
signature of the post-war decade. The shoe trend took 
a decorative turn. The town brogue, the wing tip, a 
royal regard for ghillies are examples. Golf, the 
new international pastime, inspired combinations and 
the spiked footing for the plus-foured addict. 


1930-1940 


A post-1929 world rediscovered the outdoors. From 
St. Moritz as winter sports capital came souvenirs of 
the Tyrol in fashions copied for stay-at-homes. A 
new, casual, element entered shoe design: Examples: 
the walled last moccasin effect blucher; the punched- 
lined shoe; monk strap and Norwegian moccasin. 


1940-1950 


Boots, boots, boots, boots, literally slogging over 
Africa on the desert troops. More importantly, in 
the young man “feel” of the half Wellington, jodhpur, 
cowboy, gaucho, even with wartime restrictions. Ro- 
mance reflected this undecorated male look in plain 
front eyelet styling keyed to a go-everywhere world. 


1950-1960 


Leisure called the tune which danced the tasseled 
moccasin to fame. From Palm Beach and Montego 
Bay a golden tide launched this forerunner of Con- 
tinental refinement. Count new stars, the slimmed 
diamond tip, the heart wing and two-eyelet Southern 
tie and happy sole ideals in wedges, ridges and foams. 





1961 


Slipons make the headlines, but not all the sales. 
Supple lightweights appear, new tannages. Stitching 
details, elasticized fit, toe shapes dominate. 
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Children’s Shoes Through This Century... 


Three score and one year ago, 
manufacturers and retailers of chil- 
dren’s shoes had no problems! 
Those were the halcyon days when 
there were high top shoes for boys 
and girls. No fuss, no furor, the 
only requirement being that shoes 
be sturdy. Gradually, other consid- 
erations entered into the picture, 
e.g. emancipation and foot freedom, 
war shortages and rationing, the 
growing importance of style. 

Fashion has emerged slowly in 
the children’s shoe field, from high 
to low, from confining heavy types 
to light flexible ones. Each decade 
has produced its own style direc- 
tion but often there has been a re- 
flection or a “look” that stems from 
earlier times. 

Although other concepts may 
have changed along the way, there 
has always been one obligation . . 
to have the “right shoe.” This has 
meant the right shoe in fit, price 
and conformity to prevailing styles. 

Now we are arrived at the junc- 
ture in children’s shoes where the 
past and the present are prelude to 
the projection of styles for spring 
and summer 1962. The predomi- 
nant theme will continue to be the 
right shoe but with added empha- 
sis on the shoe wardrobe, the co- 
ordination of shoes with apparel 
for occasions: dress, school, sports, 
casuals, play. 

It is easy to see how today’s de- 
signs will be tomorrow’s styles 
through variations and interpola- 
tions, through new constructions, 
new materials, new inspiration. 

At the start of this Twentieth 
Century, children’s clothes and 
shoes, too, were simply “sized- 
down” versions of adult styles. 
Over the years, this has been an 
important area of consideration by 
apparei and shoe designers. And 
one of the most interesting devel- 
opments, especially during the more 
recent past, has been the design- 
ing, styling and proportioning of 
children’s apparel to conform more 
specifically to their needs, rather 
than pigmy versions of adult styles. 
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1940-1950 


1961 


For junior members of 
the shoe fraternity... 
a look into the past. 
For seniors... a re- 


1950-1960 


by ESTELLE G. ANDERSON 





How a Shoe Is Designed 


A new shoe design must be practical, profitable and sale. 
able as well as beautiful. Hours of hard work produce it. 
by GERALDINE EPP 


A beautiful design is not enough 
in creating for the shoe industry. 
This is the admission of designers 
themselves. Contrary to what some 
may think, they do not live in ivory 
towers ... they don’t just draw 
pretty pictures. They know that to 
be successful their ideas must not 
only be exciting and imaginative, 
they must also be practical, profit- 
able, saleable. 

So, how do they get their ideas? 
One thing is sure: “They do not 
fall as gentle raindrops from 
Heaven,” to quote one creator of 
high-fashion footwear. She and 
others can only say that ideas come 
amid deep concentration and study 

. and, above all else, hours, days 
and weeks of experimentation, per- 
sistence, in other words, hard work. 

Many designers preamble a new 
season with extensive research. As 
one explained: “I spend days in the 
library leafing through fashion, art 
and even history books. I take a 
detail from one, a line from an- 
other, jotting down inspirations for 
color combinations, etc. I also di- 
gest trade reports, to soak up a 
feeling about the fashion picture 
as a whole, apparel in particular. 
Then I go on to sketching, working 
until I have a collection of designs 
that number in the hundreds.” 

Others use no background re- 
sources whatsoever. As one chil- 
dren’s designer put it: “I go out 
of my way not to look at any fash- 
ion material. Most of it is geared 
to the women’s field and I do not 
want my designs tagged as ‘minia- 
ture replicas of mother’s shoes.’ ” 

Doodling leads to ideas for some. 
Another likes to manipulate a piece 
of leather or fabric until an effect 
is achieved. Still another method 
used is to build a shoe around an 
extremely attractive ornament. 
This may sound simple, but as one 
designer pointed out: “This has led 
to some of my best-selling, but 
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hardest-to-copy shoes.’ 

The idea established, how is it 
translated? In reality, the method 
varies again with the designer. One 
woman is unique in the fact that 
she cuts a pattern and makes her 
own pullovers at home on a power 
sewing machine. Another designer 
works on basswood forms that are 
exact duplicates of lasts. After ac- 
curately sketching the design in 
pencil on the form, he often trans- 
fers the penciled lines onto a flat 
master shell and cuts his own pat- 
tern . .. perfects the working 
method. Cutting specific bows or 
appliques out of leather or fabric, 
he fastens them to the basswood 
with double-coated tape, working 
only the parts of the shoe that are 
new. 

Most designers must submit their 
designs to company officials before 
they can be carried beyond the pull- 
over stage. When a “design com- 
mittee” selects the most promising 
styles from a designer’s collection, 
they go to the regular pattern de- 
partment and on through the fac- 
tory as a trial shoe. After many 
trials are finished, the group sits 
down again to determine any 
changes or corrections necessary, 
to decide which styles go into the 
line and if any additional designs 
are needed to balance out style cov- 
erage. The same group also decides 
on details as to colors, materials, 
lasts and heel heights. 

In any given women’s specialty 
line, there are usually 50-odd styles 
sampled. About 40 are completely 
new, the remainder are replacement 
ideas on proven best-sellers. All 
the shoes are detailed at least three 
ways, some as many as seven. The 
stronger the firm feels about a 
color or material, the more often it 
usually appears in the sample line. 

In the children’s field, there are 
a few more things to consider. As 
one top designer points out: “The 


best design must be discarded if 
it is not adaptable to at least three 
out of the four size runs we must 
make. And it takes some doing to 
make a style look reasonably well in 
one shoe 5 in. long, another 11 in. 

Another test a children’s design 
must pass: acceptability. Will it 
satisfy grown-ups (the buyer, sales 
personnel and parents) AND THE 
CHILD? “To design for children 
alone would be a completely dif- 
ferent matter, and a lot more fun,” 
says this manufacturer. “Shoes 
also would be more extreme in de- 
sign ... sold in a lot more color.” 

In sampling children’s footwear, 
the final selection of colors and ma- 
terials is usually determined by 
two things: 1. a study of past sea- 
son sales plus reports on their his- 
tory at retail, 2. the injection of 
the NEW as an appealing supple- 
ment to the “tried and true.” With 
each season that passes, more and 
more children’s manufacturers and 
retailers find that durability isn’t 
as important as fashion appeal. Fit, 
of course, remains primary. 

It is almost impossible to esti- 
mate the time and cost involved in 
the creation of a new shoe. The 
average price of a free-lance de- 
signer’s pullover is $50. Where a 
designer works for a salary, the 
cost per design is less. However, 
it can take from a half-hour to 
three hours to execute a pullover 
AFTER the idea is conceived. Add 
the cost of running it through the 
factory and a close estimate would 
be $100 plus per trial. 

The creation of a shoe can be a 
costly procedure. But as in any 
industry associated with fashion, 
change is vital. Without something 
new what, for example, would be 
the need for salesmen. The retail- 
er could re-order his_ best-sellers 
direct from the factory and con- 
sumers would buy only as their 
shoes needed replacement. 


Boot and Shoe Recorder 





The Role of 
the Last in Footwear Fashion... 


The fashion factor of the 60s is the ‘‘shape’’ 
and the ‘“‘shape”’ evolves from the last. The 
designer must create a fashionable look 
based on the limitations of the human foot. 


The shoemaker’s last is usually 
referred to as “the form over 
which shoes are made.” This state- 
ment is true, but only as far as it 
goes. By today’s standards, as we 
shall see, this is only a half truth. 

In recent years the last has been 
taking on a fashion importance 
which at present equals its impor- 
tance as a basic tool of shoe manu- 
facturing. 

Consider the fact that today, 
when speaking of shoe fashion, we 
do not stress the cut of the top 
line, the shape of ornament or the 
type of material. Admittedly these 
are extremely important factors to 
be considered but they are not the 
factor. Unquestionably fashion in- 
fluence today evolves about shape. 

Shall the toes be pointed, squared 
or ovalled? Will crescents be good 
or will lady fingers be better? How 
wide should the square be? These 
are questions we have all asked or 
have had asked of us. Here at this 
moment the answers are unimpor- 
tant. What is important is that we 
are dealing with the fashion fac- 
tor of the ’60’s—shape. 

In order to achieve the proper 
shape, the shoe must be built on a 
last which embodies these desired 
features. The shoe, when lasted, 
will then take the shape of that 
particular last. 

A good deal of emphasis is placed 
on achieving the desired shape. The 
requirements vary from shoe fac- 
tory to shoe factory. Tolerances 
can be, and usually are, very close 
—fashion is a difficult task master. 
For example a square toe last one 
sixteenth of an inch too narrow 
or too wide will mean the differ- 
ence between a shoe that is fash- 
ionably correct and one that just 
misses. 

Surprisingly enough, in most in- 
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stances more time is spent in per- 
fecting the appearance and form 
of a new last than is spent on modi- 
fication for fitting purposes. This 
is not to say that fit is neglected 
but rather to point out that appear- 
ance is being emphasized. 

Taking into account the fact that 
the last is now so much a part of 
the fashion picture we might bet- 
ter refer to it as “the form over 
which shoes are made” and add to 
it “and from which they take their 
fashion profile.” 

Certainly the shoes of today have 
far better fitting qualities, and we 
are able to correctly fit a greater 
number of sizes and widths, than 
ever before. This coupled with the 
vast variety of heel heights and 
style innovations combines to pay 
tribute to the accomplishments of 
the shoe and last industries. 

The problems encountered in 
creating a new last are manyfold. 
At the outset, last making differs 
from other manufacturers of fash- 
ion items in that the last itself is 
both a tool and an item of fashion. 
In order for the finished shoe to fit 
the last, it must be structurally 
correct; and in order for that shoe 
to sell, the shape of the original 
last must be in current vogue. 

A good last is similar to good 
architecture—pleasing to look at, 
structurally sound, able to with- 
stand the stresses and strains put 
upon it and made in the mode of 
the day. 

The area or latitude in which 
the last maker is able to work is 
somewhat confining. Every design 
must be based on the limitations 
of the human foot. No matter how 
beautiful a last may appear, if 
there is not sufficient room for the 
toes or if the back is too long or 
too short or if the last cannot be 
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made to fit properly in any of a 
hundred ways, the good design is 
of little consequence. 

Bearing this in mind, the de- 
signer must create a fashionable 
look which will incorporate all the 
proper measurements of the foot 
while ultimately changing its shape 
into a thing of beauty and grace. 
Eventually the last must be graded 
to fit the many sizes and widths 
we are accustomed to without dis- 
torting the appearance of the orig- 
inal last. 

Fashion, in lasts, goes beyond a 
change in toe character or heel 
height. Newer methods of shoe 
construction, which today produce 
a lighter more flexible shoe, re- 
quire certain last modifications. 
Less volume and a redistribution 
of measurement are mandatory. 

These examples exemplify the 
necessity of blending the last in its 
entirety. In the sculpture of a new 
last, balance and proportion must 
always be considered. 

Significantly, then, the last is 
the forerunner of fashion—shape 
and profile are its forte but style 
and design of the shoe are always 
based and built upon the available 
form. The role of the last in foot- 
wear fashion is certainly one of 
extreme importance and will be the 
factor to consider for many years. 
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How a shoe Is Designed 


A new shoe design must be practical, profitable and sale. 
able as well as beautiful. Hours of hard work produce it. 
by GERALDINE EPP 


A beautiful design is not enough 
in creating for the shoe industry. 
This is the admission of designers 
themselves. Contrary to what some 
may think, they do not live in ivory 
towers ... they don’t just draw 
pretty pictures. They know that to 
be successful their ideas must not 
only be exciting and imaginative, 
they must also be practical, profit- 
able, saleable. 

So, how do they get their ideas? 
One thing is sure: “They do not 
fall as gentle raindrops from 
Heaven,” to quote one creator of 
high-fashion footwear. She and 
others can only say that ideas come 
amid deep concentration and study 

. and, above all else, hours, days 
and weeks of experimentation, per- 
sistence, in other words, hard work. 

Many designers preamble a new 
season with extensive research. As 
one explained: “I spend days in the 
library leafing through fashion, art 
and even history books. I take a 
detail from one, a line from an- 
other, jotting down inspirations for 
color combinations, etc. I also di- 
gest trade reports, to soak up a 
feeling about the fashion picture 
as a whole, apparel in particular. 
Then I go on to sketching, working 
until I have a collection of designs 
that number in the hundreds.” 

Others use no background re- 
sources whatsoever. As one chil- 
dren’s designer put it: “I go out 
of my way not to look at any fash- 
ion material. Most of it is geared 
to the women’s field and I do not 
want my designs tagged as ‘minia- 
ture replicas of mother’s shoes.’ ” 

Doodling leads to ideas for some. 
Another likes to manipulate a piece 
of leather or fabric until an effect 
is achieved. Still another method 
used is to build a shoe around an 
extremely attractive ornament. 
This may sound simple, but as one 
designer pointed out: “This has led 
to some of my best-selling, but 
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hardest-to-copy shoes.” 

The idea established, how is it 
translated? In reality, the method 
varies again with the designer. One 
woman is unique in the fact that 
she cuts a pattern and makes her 
own pullovers at home on a power 
sewing machine. Another designer 
works on basswood forms that are 
exact duplicates of lasts. After ac- 
curately sketching the design in 
pencil on the form, he often trans- 
fers the penciled lines onto a flat 
master shell and cuts his own pat- 
tern . .. perfects the working 
method. Cutting specific bows or 
appliques out of leather or fabric, 
he fastens them to the basswood 
with double-coated tape, working 
only the parts of the shoe that are 
new. 

Most designers must submit their 
designs to company officials before 
they can be carried beyond the pull- 
over stage. When a “design com- 
mittee” selects the most promising 
styles from a designer's collection, 
they go to the regular pattern de- 
partment and on through the fac- 
tory as a trial shoe. After many 
trials are finished, the group sits 
down again to determine any 
changes or corrections necessary, 
to decide which styles go into the 
line and if any additional designs 
are needed to balance out style cov- 
erage. The same group also decides 
on details as to colors, materials, 
lasts and heel heights. 

In any given women’s specialty 
line, there are usually 50-odd styles 
sampled. About 40 are completely 
new, the remainder are replacement 
ideas on proven best-sellers. All 
the shoes are detailed at least three 
ways, some as many as seven. The 
stronger the firm feels about a 
color or material, the more often it 
usually appears in the sample line. 

In the children’s field, there are 
a few more things to consider. As 
one top designer points out: “The 


best design must be discarded if 
it is not adaptable to at least three 
out of the four size runs we must 
make. And it takes some doing to 
make a style look reasonably well in 
one shoe 5 in. long, another 11 in. 

Another test a children’s design 
must pass: acceptability. Will it 
satisfy grown-ups (the buyer, sales 
personnel and parents) AND THE 
CHILD? “To design for children 
alone would be a completely dif- 
ferent matter, and a lot more fun,” 
says this manufacturer. “Shoes 
also would be more extreme in de- 
sign ... sold in a lot more color.” 

In sampling children’s footwear, 
the final selection of colors and ma- 
terials is usually determined by 
two things: 1. a study of past sea- 
son sales plus reports on their his- 
tory at retail, 2. the injection of 
the NEW as an appealing supple- 
ment to the “tried and true.” With 
each season that passes, more and 
more children’s manufacturers and 
retailers find that durability isn’t 
as important as fashion appeal. Fit, 
of course, remains primary. 

It is almost impossible to esti- 
mate the time and cost involved in 
the creation of a new shoe. The 
average price of a free-lance de- 
signer’s pullover is $50. Where a 
designer works for a salary, the 
cost per design is less. However, 
it can take from a half-hour to 
three hours to execute a pullover 
AFTER the idea is conceived. Add 
the cost of running it through the 
factory and a close estimate would 
be $100 plus per trial. 

The creation of a shoe can be a 
costly procedure. But as in any 
industry associated with fashion, 
change is vital. Without something 
new what, for example, would be 
the need for salesmen. The retail- 
er could re-order his best-sellers 
direct from the factory and con- 
sumers would buy only as their 
shoes needed replacement. 
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The Role of 
the Last in Footwear Fashion... 


The fashion factor of the 60s is the ‘‘shape’’ 
and the ‘‘shape”’ evolves from the last. The 
designer must create a fashionable look 
based on the limitations of the human foot. 


The shoemaker’s last is usually 
referred to as “the form over 
which shoes are made.” This state- 
ment is true, but only as far as it 
goes. By today’s standards, as we 
shall see, this is only a half truth. 

In recent years the last has been 
taking on a fashion importance 
which at present equals its impor- 
tance as a basic tool of shoe manu- 
facturing. 

Consider the fact that today, 
when speaking of shoe fashion, we 
do not stress the cut of the top 
line, the shape of ornament or the 
type of material. Admittedly these 
are extremely important factors to 
be considered but they are not the 
factor. Unquestionably fashion in- 
fluence today evolves about shape. 

Shall the toes be pointed, squared 
or ovalled? Will crescents be good 
or will lady fingers be better? How 
wide should the square be? These 
are questions we have all asked or 
have had asked of us. Here at this 
moment the answers are unimpor- 
tant. What is important is that we 
are dealing with the fashion fac- 
tor of the ’60’s—shape. 

In order to achieve the proper 
shape, the shoe must be built on a 
last which embodies these desired 
features. The shoe, when lasted, 
will then take the shape of that 
particular last. 

A good deal of emphasis is placed 
on achieving the desired shape. The 
requirements vary from shoe fac- 
tory to shoe factory. Tolerances 
can be, and usually are, very close 
—fashion is a difficult task master. 
For example a square toe last one 
sixteenth of an inch too narrow 
or too wide will mean the differ- 
ence between a shoe that is fash- 
ionably correct and one that just 
misses. 

Surprisingly enough, in most in- 
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stances more time is spent in per- 
fecting the appearance and form 
of a new last than is spent on modi- 
fication for fitting purposes. This 
is not to say that fit is neglected 
but rather to point out that appear- 
ance is being emphasized. 

Taking into account the fact that 
the last is now so much a part of 
the fashion picture we might bet- 
ter refer to it as “the form over 
which shoes are made” and add to 
it “and from which they take their 
fashion profile.” 

Certainly the shoes of today have 
far better fitting qualities, and we 
are able to correctly fit a greater 
number of sizes and widths, than 
ever before. This coupled with the 
vast variety of heel heights and 
style innovations combines to pay 
tribute to the accomplishments of 
the shoe and last industries. 

The problems encountered in 
creating a new last are manyfold. 
At the outset, last making differs 
from other manufacturers of fash- 
ion items in that the last itself is 
both a tool and an item of fashion. 
In order for the finished shoe to fit 
the last, it must be structurally 
correct; and in order for that shoe 
to sell, the shape of the original 
last must be in current vogue. 

A good last is similar to good 
architecture—pleasing to look at, 
structurally sound, able to with- 
stand the stresses and strains put 
upon it and made in the mode of 
the day. 

The area or latitude in which 
the last maker is able to work is 
somewhat confining. Every design 
must be based on the limitations 
of the human foot. No matter how 
beautiful a last may appear, if 
there is not sufficient room for the 
toes or if the back is too long or 
too short or if the last cannot be 


by DAVID SERLING 
President, Sterling Last Corp. 


DAVID SERLING 


made to fit properly in any of a 
hundred ways, the good design is 
of little consequence. 

Bearing this in mind, the de- 
signer must create a fashionable 
look which will incorporate all the 
proper measurements of the foot 
while ultimately changing its shape 
into a thing of beauty and grace. 
Eventually the last must be graded 
to fit the many sizes and widths 
we are accustomed to without dis- 
torting the appearance of the orig- 
inal last. 

Fashion, in lasts, goes beyond a 
change in toe character or heel 
height. Newer methods of shoe 
construction, which today produce 
a lighter more flexible shoe, re- 
quire certain last modifications. 
Less volume and a redistribution 
of measurement are mandatory. 

These examples exemplify the 
necessity of blending the last in its 
entirety. In the sculpture of a new 
last, balance and proportion must 
always be considered. 

Significantly, then, the last is 
the forerunner of fashion—shape 
and profile are its forte but style 
and design of the shoe are always 
based and built upon the available 
form. The role of the last in foot- 
wear fashion is certainly one of 
extreme importance and will be the 
factor to consider for many years. 
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The Role of 
Materials in Footwear Fashion 


BETH LEVINE 


Very often I throw a fabric or 
leather on the floor to get the all 
important customer’s eye view be- 
fore sampling. If the material 
projects from there, it’s in! Shoe 
materials must project from the 
floor or the foot up. They must 
project color, quality and character 
instantly. Leather and leather col- 
ors must reflect, as well as comple- 
ment, the clothes worn with them. 

It is the reason for the long life 
span of black patent, a particular 
blue calf, or gray calf, bone kid- 
skin or calf, reptiles. Shoe fabrics 
must do the same plus add an addi- 
tional soft note, if plain, and a vi- 
brancy and a joie de vivre. Falling 
in love with a leather that shouldn’t 
be chopped up for advantageous 
cutting has inspired many designs. 
We make not only certain pumps 
but two high-cut step-ins and two 
boots seamless to show the beauty 
of the craft of the tanner as well 
as the shoe—And, believe it or not, 
there are still many women who 
know and appreciate the difference. 
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There is a “‘right’’ and a “‘wrong”’ material for 
each type and style of shoe. The ‘‘right’’ mate- 
rial must project color, quality and character in- 
stantly and from the foot up. 


In a high-grade business, for ex- 
ample, one can often indulge one- 
self with worrying over an irre- 
sistible print or weave so as to cut 
the design to magnify its beauty or 
to get just the right trimming in 
leather or velvet or what have you 
to enhance it. Just as one strives 
for just the right frame or pedestal 
for a work of art, all these things 
“talk” to the customer just as the 
tanner or textile designer “talks” 
to us. 


Young new buyers should be cau- 
tioned not to buy a brown suede 
shoe from a black suede sample .. . 
not to buy a patent leather shoe 
unless they see it in patent leather, 
because sometimes one leather or 
color does not transpose easily. 


Progress in softer shoemaking 
and design has inspired new tan- 
nages and unlined weights in all 
colors for almost all purposes. The 
new tannages have, in turn, in- 
spired so much that is new in de- 
sign and construction and it is only 
the beginning. 

We have been hemmed in by 
rigid conventions. Patent leather 
has always been exclusively for 
spring. I feel that it is particularly 
goodlooking with fall woolens and 
velvets. 

The interest we find now in rep- 
tiles should point up the need for 
new quality surfaces. 

Once the shoe is on the foot, of 
course we cannot see the lining. 
Still, the lining, both for feel and 
for eye appeal, is terribly impor- 
tant. When we wanted more color 
that would not crock, and an added 
dimension to linings, we made use 
of silks. We need to see a real ef- 


by BETH LEVINE 


Herbert Levine, Inc. 


fort made to make the fine kid lin- 
ings that used to be and also lin- 
ings in leather that will not crock. 

Keeping in mind the insatiable 
desire for change and the fact that 
many of our customers do a great 
deal of shopping, we have found 
that a customer seeing a new color 
or a new tannage is drawn as we 
are to it. We therefore make not 
only the colors and leathers that 
are for the current vogue but also 
develop at least four exclusive 
shades of our own, either sueded 
or smooth surfaces, a few colors 
in reptiles, and as many fabulous 
silks or fabrics that cry for an 
audience. 

Patent leather colors that we 
have done for the past few years 
have only encouraged us to do more 
with this fascinating finish. 

The leather industry today is 
wise in its knowledge that women 
are a vital part of the tannage 
business. At one time it was ab- 
surd to think of many colors or 
textures really selling. Now there 
are colors and textures not only to 
match but to sell with related 
colors and finishes. 

Shape in recent years has dic- 
tated the use of smooth leathers 
and materials and, the silhouette 
being predominantly the pump, has 
necessitated an interesting surface. 
Black suede, which has been pretty 
much pushed aside, suddenly looks 
good on some of the new square 
toes. 

The thin shapes of heels have de- 
manded smooth thin leathers. With 
the interest in more sturdy types 
of heels and the built-up leather 
heel look, we should have some fun 
playing with bolder textures. 
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The Role of Color 


in Footwear Fashion... 


It cuts across all class distinctions and levels of taste 
to give impetus to change and impulse to sales at retail. 


by MIDGE WILSON, Executive Director, 
The Color Association of the United States, Inc. 


The telephone scene in Bye Bye 
Birdie offers an excellent example 
of the impact of color on our daily 
lives. The scene’s two most impor- 
tant props—footwear and_ tele- 
phones which are habitually seen in 
black, appear in a range of bright 
colors. This points up two signifi- 
cant facts: the importance of color 
in every type of product and the 
impact of fashion colors on the 
whole world. 


Colors and cycles 

Footwear is closely related to 
ready-to-wear colors and moves in 
similar cycles. Stylists study fab- 
ric colors and textures and develop 


harmonious leather tones. New col- 
ors are picked up quickly and 
spread horizontally into every field, 
rapidly reaching a saturation point. 
With the adoption of the same col- 
ors simultaneously in all fields, the 
life of a color grows shorter all the 
time. Freshness and variety are 
achieved by changes in the way in 
which colors are used and fresh 
combinations of costume, accessory 
and footwear colors become trend 
setters in fashion. 

The return of colored hosiery 
brought the head-to-heel color look, 
with footwear matching the cos- 
tume. Olives and no-color neutrals 
were followed by bright accent 
tones and many new taupe varie- 
tions. 

The consumer’s attitude towards 
color is changing. Black used to 
be considered the “safe go-with- 
everything” color. With so much 
color around and a much greater 
opportunity to exercise her own 
taste and preferences, the consum- 
er chooses black as a means of self 
expression and achieving individ- 
uality. The black coat used to be 
the accepted basic wardrobe item. 
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Women have now found that a 
bright colored coat can be equally 
neutral and far more exciting. 

We should also note the change 
in what we refer to as the “mass 
market.” For years this meant the 
bottom rung—that a new fashion 
or color, had been around about 
three years and been savored by 
the select few at the top, then by 
the middle class and finally reached 
universal proportions. 

Today colors can originate any 
place, at any level. If they have 
validity and true appeal they will 
be picked up immediately and pro- 
moted by the volume market. 


Mass markets 


Because they work so far ahead 
and in such quantities, mass mar- 
ket stylists must depend on fresh- 
ness and newness to help move 
merchandise. Therefore they are 
very quick to pick up any new 
color trends and promote them to 
the fullest. 

Expensive merchandise, on the 
other hand, is styled for conserva- 
tive tastes and extended wear. It 
will quite properly be more subtle 
and understated. 

While the volume market seeks 
to date and outmode merchandise 
by using color, couture designers 
turn to subtle tones for exactly op- 
posite reasons. Thus it is entirely 
possible for a beautiful, lasting 
tone to be very important at top 
level and never be significant as a 
mass market shade. 

We have touched upon color from 
the fashion trend standpoint. Now 
let’s relate this to sales. As a 
word, “fashion” no longer applies 
just to ready-to-wear. It has 
come to mean “change.” Thus we 


now have fashion in home furnish- 
ings, in architecture and in men’s 
apparel. 

Emphasis has been put on fash- 
ion as a means of dating merchan- 
dise and increasing sales. In foot- 
wear it is costly and it takes time 
to develop radical style changes. 
But it is relatively easy to bring 
newness to any line through color. 

Color brings variety and the con- 
sumer can be tempted to buy a 
range of shoe colors, or different 
types of colors for different classes 
of shoes. 

She may fancy bright accent 
tones for casual and play shoes; 
jeweled and glitter effects for at- 
home shoes; subtle neutrals for 
her special piece-de-resistance and 
rich deep shoe tones to enhance the 
effect of her newest suit. 

Even when every item in her out- 
fit represents a volume market of- 
fering, she can still express her 
own taste and individuality by the 
manner in which she combines the 
colors she has chosen. 


An emotional outlet 

In our tense, excited, keyed-up 
society color also serves as an im- 
portant emotional outlet. We are 
turning, subconsciously, to color to 
balance our fever pitch! This sig- 
nals the demise of black. Our re- 
sponse to it is a dull thud. The 
popularity of the colored car and 
the minor incidence of black is an 
excellent example of public attitude. 
Progress may seem slow, but facts 
are facts. 

Perhaps the most direct way to 
explain the growing significance of 
color is to point out that the letters 
c-o-l-o-r really spell s-a-l-e-s in foot- 
wear! 





Are There Really Fashion ‘Cycles’? 


The writer contends that all fashion revivals 
are doomed to failure. We build on the ideas 
of the past to create the new but we never get 
back to the same place twice. 
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If only there were such conven- 
ient timetables as “fashion cycles,” 
life and merchandising would be 
infinitely happier and far more 
profitable. Our cyclical alarm clock 
would alert us to creped yarns, 
lengthened hems, lowered heels and 
close-cropped hair. Buying and sell- 
ing, designing and manufacturing 
would be as automated as the elec- 
tronic skills of I B M could make 
them. 

The punch cards of automation 
can be very useful to the fashion 
industry, most of whose manufac- 
turing and merchandising mechan- 
ics are hopelessly archaic. But the 
shape of the ultimate product must 
rely on the aberrations of the 
human mind and the experiments 
of the human hand. 

One of the truths of fashion is 
deceit. We make our shoulders look 
broader, our waists slimmer, our 
feet shorter or, as we wish, we ac- 
complish just the opposite effect. 
The one achievement we will never 
consider is to show ourselves as we 
really are. 

This shifting illusion of dressing 
requires endless expensive experi- 
ment and an adventurous clientele 
to wear it. For us the workrooms 
of the French couture are the labo- 
ratory and their customers the 
guinea pigs. 

But why should we practice such 
legerdemain upon ourselves? Why 
should women wish to appear all 
bosom and bottom as they did in 
1900? Or flat as a boy twenty 
years later? Or full bosomed, 
broad-hipped and super-feminine as 
in 1945? 
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by JOHN ROBERT RILEY, Design Consultant, Brooklyn Museum 


The answers are infinitely com- 
plex, much more like an elaborate 
dish by Escoffier than a capsuled 
Redi-Mix dessert. For here we are 
dealing with a whole series of con- 
necting economic, political and cul- 
tural factors which constitute the 
life of a time. All of these factors 
mixed together are the catalyst for 
change in fashion, for change in 
the way we wish to appear to one 
another. The end of 75 years of re- 
pressive Victorian morality played 
a large part in the wildly immodest 
silhouette of 1900. Woman’s en- 
trance into the business world and 
the struggle for “equality” with 
men was in some measure respon- 
sible for the boyish form of 1925. 
The lushly feminine form of the 
“New Look” greeted the apprecia- 
tive veteran of World War II. 

We are educated on many tru- 
isms which eventually reveal them- 
selves as simple untruths. One of 
the foremost of these is “History 
repeats itself.” It is mathemati- 
cally improbable and_ historically 
impossible for all those complicated 
economic, political and cultural fac- 
tors to rearrange themselves in the 
same way twice. 

As to the possibility of the same 
rearrangement occurring several 
times to form a cycle, this can only 
happen in the mechanical mind of 
Agnes B. Young, whose book “Re- 
curring Cycles of Fashion” conven- 
iently distorts history to prove her 
point. 

The most basic change in dress 
is not concerned with the waistline 
placed under the bust or around 
the hips, or the skirt hem stopping 
at the knees or various inches to 
the ground. Important fashion 
change is marked by a shift in the 
posture of the body. Consider the 
rigidly erect carriage of the woman 


of 1740, the supple “Classic” pose 
of 1800, the “Grecian bend” of 
1870, the “debutante slouch” of 
1925, the square shouldered, long- 
legged look of 1940. Each has an 
almost acrobatic dissimilarity 
which seems like contortions to the 
contemporary eye. 

In achieving the fashionable 
stance, our shoes have played a ma- 
jor role. From the late 1790’s until 
approximately 1860, woman’s pos- 
ture and walk were generally a 
glide closely related to the ground. 
All her shoes were heel-less. How- 
ever, the attitude of 1860 required 
a heel to thrust the pelvis forward 
and the shoulders back. For the ul- 
tra-feminine butterfly of 1900 and 
her bosom-heavy aspect, the heel 
was placed to throw weight on the 
ball of the foot. The pointed toe 
completed her sinuous S shape. The 
very high heel and short vamp of 
the 1920’s not only pitched the 
lower half of the body forward but, 
along with short skirts, emphasized 
the newly discovered erotic leg. 

Yet those who explore the past 
to find the future are chasing 
ghosts. The past is dead and we 
cannot revive it. That is why all 
so-called fashion “revivals” are 
doomed to failure. But even as the 
ideas of those before us live on, so 
do we build on ideas of the past to 
create the new. For this creative 
process there is no mathematical or 
mechanical formula. No machine 
can extrude nor die-press out a new 
idea. Here we rely on that unique 
and precious individual, the crea- 
tive designer. His radar is more 
finely tuned than others. He senses 
the thousand facts of the future. 
These he translates, molds, makes 
real for us. Without his vision we 
would not have the reality of our 
vast industrial production. 
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GO FIRST-CLASS IN MIAMI—SEE OUR DYNAMIC DISPLAYS 
AT THE NATIONAL SHOE SHOW, SEPT. 24-26 
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If you like challenge... be here. In one all-inclusive, 
dazzling display, you can judge for yourself the new scope 
and power of International’s all-out Spring program. We 
promise you a world of exciting new ideas, new approaches 


to profit, new techniques to build your sales. 


See the Spring lines from Roberts, Johnson & Rand; 
Peters; and Friedman-Shelby: 


e RAND 

e CITY CLUB 

e JOHN C. ROBERTS 
e RANDCRAFT 

e WESBORO 

e KINGSWAY 

e TRIM TRED 

e VELVET STEP 

e GRACE WALKER 
e QUEEN QUALITY 
e SMART SET 

e TRIOS 

e GEMS 

e POLL-PARROT 

e WEATHER-BIRD 
e RED GOOSE 

e VITAPOISE 


NTERNATIONAL, 


SHOE COMPANY 














While Largest Shoe Manufacturer 


ST. LOUIS +» NEW YORK + LOS ANGELES+ ATLANTA 
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SPRING 1962... 


MARIA DEL GALDO 
For |. Miller & Sons 





Dress especially designed by 
DONALD BROOKS of Townley, Inc. 


Open shank sandal with oval toe, 
straight 21/8 heel, is detailed in 
lrish Oats Calcutta and black calf. 


Sandalized pump has crescent toe, high heel. 
White kid vamp, black patent quarter. 


By EVELYN LIPARE 
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Directional Sketches by Ten Top Designers. 
THE OPENED-UP DAYTIME SHOE 


The Look of 
JOAN STOYANOFF \ “Less shoe” IS in! 


For de Liso Debs 
e%., 


Walking sandal with open heel and por, 


shank, closed toe. On 12/8 covered 


heel, detailed in aniline patent. 


LEE MOLNAR 


For Palter de Liso 


Suit sandal on crescent last with 12/8 prism 
type stacked heel. Detailed in Eisendrath’s 
No. 488 crackerjack Venus calf with porthole 


perfs in center of vamp underlays, pin perfs 


at upper and lower parts of vamp underlays. 
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SPRING 1962... Directional Sketches 


THE CLOSED SHOE HAS A NEW SHAPE 


Palizzio Shoe 


By HANK DAVIDSON 


The body conscious shoe... relaxed...on 


a new last...new 18/8 heel... in calf. 


JOSEPH GANDOLFO 


For Schwartz & Benjamin 


Patent leather pump on new “'Parade”’ 


last with narrow square toe has peau 





de soie collar line. Heel is 24/8. 
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VARIETY IN NEW LASTS APPEARS... 


BETH LEVINE 


For Herbert Levine, Inc. 


"Spectator Ballet,” on 21/8 heel is held at throat- 
line by velvet pillow inside vamp. This new last 


permits toes to be freed in the forepart of the shoe. 





MARGARET CLARK 


For Margaret Jerrold, Inc. 


“Mary Jane” of pale lizard with 
button strap, bowed throatline on 
straight, set-back 12/8 covered heel. 





SPRING 1962...Directional Sketches 
THE ELEGANT OPENED-UP SHOE 


Wee sandals in the fashion picture 


ie | 


Sandal with walled rounded toe on 


high squared heel. In bright blue aniline 


. patent, it has closed back strap. 


HENRIETTA SIMON 




















MARIAN WOODS 


Newton Elkin Footwear 












































After-five sandal comprised of wide 
bands, with new-again, fresh version 


of ankle strap, open heel and toe. 





YOUR PROFITS WILL 


GROW 


GROW 
GROW 


WIT Mt THe 


johansen 


10 DAY 
REORDER 


PLAN 


The BIG NEWS in the fashion shoe business 
is the 10 day Reorder Plan recently 
introduced by Johansen. 


Retailers from coast to coast are finding 

they can make extra sales and extra profits by 
filling-in sizes while the shoe is still hot. 

Orders are in production the moment they are 
received and on the way to you in 10 days. 


Stop losing sales NOW! Let us tell you 
all about the Johansen 10 day Reorder Plan. 


SEE US AT THE 
NATIONAL SHOE FAIR 


MIAMI BEACH 
SEPT. 24-27 


FONTAINEBLEAU HOTEL 
PENTHOUSE SUITE F 
ROOMS 1517 -1519 


JOHANSEN BROS. SHOE CO., INC. @ 
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Men's Shoes—Spring ’62 


Fashion places the accent on details to create fresh variations 
in classic patterns which match seasonal change to lightweights. 


By 
GERVASE BUTLER 


Far left, a Freeman Hex- 
Top with a moc front, hand 
stitch outlined. Nettleton 
refines perforations and a 
kiltie tongue effect in a con- 
cealed gore on a slim lasted 
closely trimmed extension 
sole. Next, lustrous leather, 
stretch inset, stitch and bib 
detail mark the Florsheim 
touch. Finally, raised seam 
styling gives fresh dimen- 
sion. A Weyenberg classic. 


Trio, far left: Bluchers show a 
new variety in moc fronts, 
with texture and stitch inter- 
est. In rugged contrast to its 
fellows, this Fortune design 
uses a neat stitch and turn. 
Middle style by Douglas keys 
lowline detail to topline 
' curve. Weinbrenner calls it 
§ "chisel," the sturdy stitch ac- 
| cent for this Bondshire tie. 


Below, Alden styles a handsome three eyelet 
blucher with ample toe room. Bostonian slims 
the toe and captures a fashion touch in both 
stitching and tasseled tie detail. 











Spring and summer 1962, as will be reflected at 
Miami and as men’s lines continue to open, can mark 
a new high in footwear fashion emphasis. With grave 
concern at both the manufacturing and retail levels as 
to per capita purchasing, eye appeal is the most imme- 
diate remedy for any sag in sales. Variations in details 
give basics new fashion dimension. 

Slipons lead any parade. But what began as casual 
footwear now takes dress precedence. Refinement of 
lasts makes the toe shape newly important. Keyed to 
this slimmed foot look, stitching and other decorative 
devices achieve the needed manipulation on the basic 
shape by their placement. One example is the Guantone 
low line effect in both slipons and ties. 


Above from left, a slimmed slipon, 
Randcraft, International. Next, oval 
plug stitching, The Man, Endicott 
Johnson. A smoothie from Douglas, 
Genesco. Harness stitching and elas- 


ticized topline, House of Crosby 
Square. Slipon for spring from Ped- 
win, Brown Shoe Co. 


Pointed left. Randcraft details clos- 
ure by appliqued braid. A two eye- 
let V-throat from Freeman. Winthrop 
combines the needle with a side 
laced high riser bal effect. 


Below, Jarman's new Piccadilly last 
with bevel breast heel. One is a hand 
stitched heart wing, the other a 
closed and stayed seam moccasin 
chukka with side gores. 





Combinations can spell 
summer sales with a fash- 
ion lift. At left, a heart 
wing shows a toe favored 
by Weinbrenner in Bond- 
shire. Next, Stetson's U 
tip, perforation detail. 
Spade shape plug dis- 
tinguishes a tie from 
Stacy-Adams. High riser 
effect accents a moc from 
Pedwin. 








Ventilation? Si! Right with 
elasticized topline, Crosby 
Square. Allen-Edmonds cre- 
ated the two-tone slipon, 
the all-over effect open only 
on the front. Tasseled tie is 
similarly detailed. 


Color finds an ideal expression in foot- 
wear, adding a touch of white for summer 
to black, brown, olive. By the same token, 
weather cues the turn to ventilation for 
comfort when pavements steam. Both com- 
binations and punched styles merit atten- 
tion. 

Coming into its own is the beloved glove. 
Long a favorite, it is now a fashion. In an 
array of colors and cushioning, flexible, 
sometimes washable, it is the new casual, 
the perfect indoor-outdoor for spring. 


At left, an important treatment is the 
overlay drizzle plug on the concealed 
gore slipon. Calumet, Leverenz. 
Pedwin does a touch of contrast 
on the topline, center. Randcraft 
arrows the toe in its bone color 
lined slipon. 





Accentuating the oblique. Note the walled 
look. Consider it a toe which will get a sec- 
ond take from every man. The tasseled tie, 
The Man E-J; the angle-tongued slipon and 
perf detailed tie, both Great Northern. 


Stitches and toes dress up the warm weather appea! 
of seasonal leathers and weights. Making a big bid, 
the oblique is the most radical change from previous 
toe styling, thanks to its off center balance. 

Pacing the shape of shoes here and to come, major 
use of stitch types and variety in application make 
this the outstanding decoration in 1962 design. 


Quartet in the Guantone 
manner, theme and varia- 
tions. At left, below, Great 
Northern, International. Fac- 
ing, Winthrop. Above, Wall- 
Streeter and The Man. 


Five in a row, all with 
dropped moccasin line fea- 
turing Guantone and cable 
stitching. From upper left: 
Florsheim, Stacy - Adams, 
Florsheim again, E. T. Wright 


and Nunn-Bush. 





Styled Simplicity Keynotes 








Five Star—open shank 

Little Yankee—elasticized instep 
Billiken—eyelash fringe 

Alexis Smith—tri-color 

Endicott Johnson—two-tone 
Edwards—dress slipon 


by ESTELLE G. ANDERSON 


In designing their spring and summer 
’*62 lines, more and more manufacturers 
have recognized the fact that parents pre- 
fer young-looking shoes for their children. 
Note the styled simplicity in silhouette, 
line, pattern. Toes are softly tapered, sculp- 
tured oval or flattened square ... very 
few really pointed ones. And there isn’t 
a shaped or squash heel in the whole lot. 
In patent or smooth leathers, these pumps 
lend themselves to variations in color as 
well as detailing. 
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hildren’s Summer Shoes 


Spring-summer, straps, sandals. The al- 
literation spells the style direction. The 
straps are swivel, fixed or T. The sandals, 
generally on cut down shell base. The con- 
struction, cement and others. There are 
perfs and cutouts. All these are confirma- 
tion of the trend in children’s shoes for 
the coming season .. . the trend to light- 
ness and airiness. Here again, it’s the 
leathers and the colors that add the fillip. 
Patent or smooth in cherry or orangey 
red, mist green, black. 


Kali-sten-iks—T-strap 

Stride Rite—swivel in patent 
Sandler's—red sandal 

Blue Star—swivel in patent 
Foot-Traits—mist green sandal 
Buster Brown—middy 
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Classic Basics—Important 


Altschul's blue bal 
Child Life's spat 
Fleet-Air saddle 

Dr. Posner saddle 


Basic types in boys’ and girls’ shoes, in all sizes from 
infants’ up, have been streamlined for ’62. Oxford or slipon, 
every one of these shoes has a clean, classic, uncluttered look. 
Saddles, the perennial favorites, have varying collar and 
color treatments. All kinds of combinations in spats and bals. 
The slipons are light, casual and interestingly detailed. The 
five boys’ shoes represent the important slipon and blucher 
oxford categories with such added style features as elasti- 
cized laces, gores, buckle treatments, raised seams and 
stitching. 


Left to right: Lazybones, 
Pied Piper, Jumping Jacks 
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Look in Children's shoes 


Shoe drawings 
by ELLY NORDEN 


Left to right: Ephrata, 
Buntees, Robin Hood 


yas 


Milan hes 
pee An 


Clockwise: International Shoe, 
Step Master, Genesco No. 26, 
Wm. Brooks, Gerberich-Payne 
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The 
dashing 
difference 


Burnt Ivory is a rugged individualist. Not 
only can’t it be copied — no two pairs 
are exactly alike! It’s a man’s leather, 
a seasoned leather, luxuriously hand- 
burnished. to a subtle shade of 
difference that actually improves 
with age. Styled with the 
hand-sewn detail it deserves, 
you'll find it only at your 
Taylor merchant. About $20. 


oie ie) 


BURNT IVORY 


exclusively 


At the National Shoe Fair - Hotel Fontainebleau, Room 632 
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Shoe retailers and their salespeople often think and 
speak in terms of shoe “constructions.” We speak of 
a welt construction, or cement, or stitchdown, or moc- 
casin, etc. 

This gives rise to some interesting questions. For 
example, how many shoe constructions are there? 
Why are shoes made on different constructions, any- 
way? Which kinds of shoes use which kinds of con- 
structions, and why? What influences changes in shoe 
constructions? 

First, it’s interesting to note that there are about 


‘900 different known ways of making a shoe. Each of 


these is a basic construction, or a version or variation 
of a basic construction. 

But despite all these different known ways of shoe- 
making, only three constructions—the Goodyear welt, 
the cement, and the stitchdown—comprise 85 per cent 
of all the shoes made. Cement shoes account for about 
58 per cent; Goodyear welts for 19 per cent; stitch- 
downs for nine per cent. The remainder consists of 
such constructions as McKay, Lockstitch, vulcanized, 
moccasin, nailed, prewelts, etc. 

Certain types of construction tend to be concen- 
trated in certain types of shoes. For example, the 
Goodyear welt dominates the men’s dress shoe field. 
That’s because it’s a sturdier construction. It’s also 
found dominantly in boys’ and youths’ shoes, and in 
some children’s shoes. The Goodyear welt is usually 
associated with better-grade shoes. 


Cement mos? popular 

The stitchdown construction is heavily concentrated 
in children’s shoes, in the medium-to-lower price 
ranges. It is a simple, sturdy and relatively inexpen- 
sive process ideally adapted to such footwear. It is 
also used in some men’s lower-priced work shoes, and 
in some slippers. 

The cement construction is today the most popular 
of all, accounting for nearly three-fifths of all our 
shoes. It is used overwhelmingly in women’s and 
misses’ shoes, accounting for from 70 to 85 per cent 
of these shoes. This construction is ideally suited for 
lighter, dressier footwear. It is also used in some slip- 
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pers and in some men’s dress and casual shoes. 

Other types of constructions also tend to find spe- 
cialized uses. For example, the vulcanized construc- 
tion, a relatively new process, is being used more and 
more in men’s work shoes, and in some children’s 
shoes. It is a more rapid method of shoemaking (the 
sole is heat-molded to the upper), and results in a 
sturdy, long-wearing shoe. 

The moccasin (we speak here of a construction 
rather than a style) is used in some infants’ and 
children’s shoes, and in some loafer-type and genuine 
moccasin styling for adults. 


Some still nailed 

Some shoes (such as men’s work) are still made by 
the nailed process. A few, such as slippers or high- 
grade women’s, are made by the Turn process. A 
handful, mostly women’s low-priced shoes, are made 
by the McKay method. 

There are trends in popularity of shoe construc- 
tions. Back in about 1930, some 33 per cent of all © 
shoes were welts; 29 per cent were McKays; 21 per 
cent stitchdowns; and 11 per cent were hand-turned 
construction. These four represented 94 per cent of 
all shoes. Today they represent only 80 per cent. Two 
of these processes are about extinct today—the McKay 
and Turn. 

In 1930, the cement construction made its debut. 
Today it represents almost 60 per cent of all shoes: 
Over the past 10 years the Lockstitch process has risen 
to account for more than six per cent. The new molded 
constructions, such as the vulcanized and injection 
molded, are now making steady headway. 

What influences these trends, these changes in the 
balance of constructions? Styling is one potent force. 
For example, the long-term trend toward lighter, more 
flexible, dressier-looking’ women’s and girls’ shoes 
gave strong impetus to the cement construction— 
causing the downfall of the McKay process, and also 
the Turr method (due to lower cost). It has also 
taken a bite out of the Goodyear welt and stitchdown 
constructions. 

Changes in living patterns have had an influence. 





The trend toward casual shoes, playshoes, flatties, etc. 
—has been affected by changing living patterns, which 
in turn affected shoe constructions. 

Economic influences have played a role. The vul- 
canized and injection molded constructions are faster, 
simpler ways of making shoes. Where sturdy con- 


struction is wanted (men’s work, some children’s, etc.) , 
these methods deliver a sound product at economy 
price. 

The important thing to remember is that one con- 
struction type is better than another only for the spe- 
cific end use for which it is designed and adapted. 





How to answer price objections 
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Price cutting is a way of selling that appeals to 
some customers. Your competition may be using a 
“cut price” appeal, and to successfully meet this 
competition you need to be ready to answer the ob- 
jection—“I can get it cheaper.” 

Your customers raise this objection for several 
reasons. When you know the reason why your cus- 
tomer says, “I can get it cheaper,” you will know 
how to answer to close more sales. 

Customers have doubts about cut prices. If they 
didn’t, they wouldn’t be checking with you. Here 
are several classifications of doubts and suggested 
answers to answer the “I can get it cheaper” objec- 
tion: 











DOUBT ABOUT QUALITY 

Quality, as you know, is an intangible. Often qual- 
ity is not obvious and this gives your price-cutting 
competition a field day. To handle the, “I can get it 
cheaper,” objection when your customer has a doubt 
about quality, you need to increase the doubt about 
your competitor’s low quality. Stress your own high 
quality. 

Try this answer when you think your customer has 
a doubt about quality: 

“You know it is easier to build something down 
to a low price than up to top quality. As you can 
see, the quality of this . . .” 


DOUBT ABOUT COMPETITION 

Use these sales techniques to increase your cus- 
tomer’s lack of confidence in the price cutter and 
build confidence in you: 

“T’m sure you know that most price cutters are 
fily-by-nights. How long has this price cutter been 
in business?” 

Or, build confidence in you with this: 


“We have been in business (number) years. We 
didn’t stay in business that long by cheating custom- 
ers. Time has a way of eliminating price cutters.” 


DOUBT ABOUT PRICE 


You can build doubts in your customer’s mind 
about your competitor’s price with these questions: 

“Is this a one-time price cut to buy your patron- 
age? What is the catch in this price?” 

“Are you sure this is the lowest price? Do other 
customers buy at a still lower cost?” 

Many low prices do not exist on investigation. 
Your customer will develop more doubts about price 
when you ask these searching questions: 

“Will it actually cost you more when you buy? 
Is this the complete price? Will other charges be 
added when you buy?” 


DOUBT ABOUT NON-PROFIT 

You can appeal to your customer’s logic about 
profit with these questions: 

“I’m sure you get paid for your work. Do you 
expect me to work without a reasonable profit?” 

Or, you might try: “We need to make a profit for 
your sake ...s0 we can continue to give you the 
kind of service you want.” 

Or, you can stress what will happen if there is no 
profit: “I’m sure you have seen price cutters before. 
How long did they stay in business without profit? 
What happened when they went broke?” 


SALES STRATEGY 

All of these objection-handling techniques are de- 
signed to develop doubts in your customer’s mind 
when they say, “I can get it cheaper.” In most cases 
these questions will increase the doubt about your 
competitor and build confidence in your price and 
quality. 

Also, the questions will bring out the “real” rea- 
son for not buying. For instance, the “I can get it 
cheaper,” objection may be just an excuse. Your 
customer may not be able to afford your price or 
your competitor’s “cheaper” price. 

When you use this sales strategy, you will raise 
serious doubts in your customer’s mind. Or you will 
smoke out the “real” objection that can be handled 
easily. 
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How to establish a year-end bonus plan 
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Shoe retailers who use a year-end bonus plan as a 
part of their compensation plan find it has many ad- 
vantages—and some drawbacks. A bonus plan will 
save tax dollars, increase employee loyalty, cost money, 
and take time to compute each year. 

Shoe store employees who are compensated in part 
by a bonus plan develop a more loyal spirit. They have 
a stronger feeling of belonging to the profit team of 
your business. The year-end bonus makes them feel 
they were in part responsible for the profits of the 
business and they will put forth extra effort to keep 
profits up and the bonus payments coming in each 
year. 

In addition to in-store loyalty, a year-end bonus 
plan will improve your store’s prestige in your com- 
munity. You will have plenty of applicants for any 
vacancies that do develop in your organization. Peo- 
ple like to work for a shoe retailer who divides his 
profits with his employees. 


Income tax saving 


Shoe retailers realize an income tax saving when 
they have a year-end bonus plan. Naturally, your in- 
come tax payments are not reduced by the amount of 
your bonus payments. But, your taxable income is re- 
duced dollar-for-dollar by the amount of your em- 
ployee bonus payments. 

For instance, if your net taxable income is $20,000, 
you will have income taxes of $6,260. (This does not 
take dependents or personal deductions into considera- 
tion.) 

Suppose you decide to pay a 10 per cent year-end 
bonus to your employees. Your taxable income is re- 
duced dollar-for-dollar by this amount. Thus, your 
$20,000 taxable income is reduced to $18,000. On this 
amount of income, your income taxes would be only 
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$5,400. 

Some shoe retailers make payments on the basis of 
results. If your shoe store is departmentalized and 
you can allocate the expenses and sales to each de- 
partment, you may find this will work. However, 
many shoe retailers find it is difficult to allocate re- 
sults with the individual employees on this system. 

Another plan is to base the bonus on the length of 
service. For instance, if the total time of five em- 
ployees totals 25 years’ service, the bonus would be 
paid on the basis of 4 per cent of the total bonus for 
each year of employment. With a store bonus of $2,- 
000 a one-year employee would receive $80; a five- 
year employee, $400; and a ten-year employee, $800. 


Encouragement factor 


Still another plan is to use the year-end bonus to 
provide encouragement. A new employee, who seems 
to have plenty of potential ability, is given a sizeable 
bonus at the end of his first year. The theory of this 
is that he is encouraged to do a better-than-ever job 
the next year. 

This, of course, does not mean that a shoe retailer 
should hire a brass band when he presents his em- 
ployees their bonus. But a little quiet showmanship 
will make the employees feel that they are actually 
getting something over and above their regular salary 
as a bonus. 

One shoe retailer, for instance, gives his year-end 
bonus in the form of certified checks. It makes the 
transaction seem more legal and carries added weight 
with the employees. 

Another retailer always passes out the bonus checks 
in private. This provides an opportunity to add a few 
personal words of “thanks” to the cash bonus he gives 
his employees. And it tends to keep the amount of the 
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Year-end bonuses 


bonus on a more confidential basis in the shoe store. 

Contrast these ideas with a bonus that is included in 
the regular pay check. The employee knows there is a 
bonus, but it takes a little figuring to arrive at the 
amount that is extra. And, with income tax and so- 


cial security deductions, the amount of the year-end 
bonus is not as impressive. 

Year-end bonus plans do not cost as much as you 
might think. And, when the long-term benefits of 
better employee relations is considered, the expense 
is changed to an investment in the future success of 
your shoe store. 
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Keep a relatively tight control of shoe inventory 
and you'll find profits on the rise. Gloss over this vital 
retailing step and you'll nearly always lose some 
money. 

Record-keeping for stock control is as important 
as that. You must know what your customers are 
looking for, and have the right shoes in stock at the 
right time, in the proper sizes. 

The salesman’s role in this effort is the key one. It 
begins with understanding what’s needed, and why, 
and continues with putting the proper controls into 
effect. Although the controls should be simple, they 
must be comprehensive enough to eliminate guesswork 
in the regular flow of merchandise to customers. 

Basic inventories (“never-outs”) are a must in 
every well-operated shoe store. These are staples that 
customers expect to find at all times. Even a tempo- 
rary shortage of these lines can be disastrous and re- 
sult in an unnecessary loss of customers. 

Fast-moving fashion footwear also must be under 
the scrutiny of the buyer. He must be able to recog- 
nize a “winner” and a mistaken purchase, so that he 
can keep his entire inventory moving properly. 

A scheduled time should be set aside each day to 
maintain the records. The period should be considered 
part of the regular day’s work, and should require the 
participation of everyone in the store. 

In stores too small for control and receiving and 
marking departments, sales personnel should be as- 
signed specific responsibilities, determined by the 
size of the store and number of employees. The 
duties should include: 
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Physical inventory taking. This is done by count- 
ing every pair of shoes in stock, preferably twice a 
year and at the least, once yearly. Give special at- 
tention to slow-moving shoes, and re-evaluate the 
shoes that have jumped in market value. 

Sizing-up on sold shoes. This must be done at 
specified times during the week or month, depending 
on reorder deliveries. 

Checking up on deliveries. The person who does 
the checking should first of all make certain that 
the number of cartons corresponds with the amount 
listed on the bill of lading. Then he should: 

1. Check the condition of the cartons. If the 
seal is broken, he should count the number of 
pairs inside. Any empty boxes should be noted 
on the bill of lading and countersigned by the 
delivery man, to serve as a proof of loss. 

2. Mark the price and description of the 
shoes on the face of the boxes together with a 
code that denotes the date the shoes were re- 
ceived. 

Keeping a record of shoes sold. This can be done 
from sales checks or register tapes, and include stock 
numbers and sizes. These should be checked daily. 

Keeping a perpetual inventory. Lists of shoes on 
hand, sold, received and returned are kept on these 
records. 

Keeping good “want lists.” These records tell you 
what styles and sizes are being asked for most often. 

Keeping a record of ordered shoes. By knowing 
when to expect deliveries of what shoes, you might 
save a sale. 
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D5 styles of JETS”. 


JETS 


In Great Depth... 
In 11 Colors... 
In 5 Standard Heights... 


In Smooth-out or Rough- 
out Leathers... 


Available in over 300 
Size and Width 
Combinations... 


For Men, Women and 
Juveniles... 


For Work, Sports, Dress, 
or Rest... 


Known by the company 
they keep... JETS are in 
the very best companies. 
DEALERS everywhere 
are purchasing and sell- 
ing FRYE JET BOOTS 
PROFITABLY! 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


It’s an ill wind that... 


It isn’t generally realized yet but some of the big 
new discount centers are actually building business 
for traditional shoe stores and outlets in their im- 
mediate area. While the initial impact of the brand 
new discount store tends at first to siphon off pair- 
age sales from the other nearby outlets, much of 
this is soon recovered, at least on fashion footwear. 
Even more significant, the traffic-pulling power of 
the big discount store is bringing a large number 
of new customers to the traditional stores adjacent 
to or in vicinity of discounter. 


The trend will grow more pronounced in coming 
months. Writing in a recent issue of the Melvillier, 
David W. Herrmann, executive vice president of Mel- 
ville Shoe Co., points out that experience of tradi- 
tional Thom McAn stores with discount centers 
has been “unusual and enlightening.” In the few 
instances where a discount center has opened ad- 
jacent to a Thom McAn store, the latter took a sharp 
sales jump and stayed there, Herrmann reports. And 
in one instance when a discounter eventually moved 
away, the Thom McAn volume declined. 


It’s a development that discounters haven’t yet reck- 
oned with—and could prove a real boon for many 
regular shoe stores or departments. As long as dis- 
counters continue to stress price, they will be wide 
open to comparison. As Herrmann points out, a 
good traditional shoe store can always capitalize 
on extra traffic produced by discount centers. All 
customers need is the opportunity to compare the 
quality, type and variety of merchandise, and per- 
sonalized fitting service. Discounter’s prices then 
begin to lose importance to many. 


Next retailing transition 


Some marketing experts believe this development 
may lead to the next big retailing transition. Where 
traditional stores have been tending to shy away 
from locations near the big discount centers, fear- 
ing a loss of customers, they may soon reverse this 
trend. Good specialty shoe or apparel stores locat- 
ing near discount centers could well profit from 
traffic attracted by latter. Discounter’s only alterna- 
tives would be even lower prices or necessity of add- 
ing more depth and variety along with services. 
Latter would mean higher prices for discounter, 
defeat entire merchandising concept. 


And discounters are also growing more aware of 
special advantages inherent in small specialty op- 
erator. Although discount store may try to be “all 
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things to all people,” it still stresses specialization 
by leasing many store departments to individual 
specialists. This is why leased departments have 
grown so tremendously in past two years. This very 
growth, however, is working against discounter 
aims. Leased department operators are becoming so 
big that they are unable to maintain any personal 
touch with customers. Traditional specialty store 
has formidable advantage in this respect. 


Keep ell this in mind when you look over discounter 
growth figures for next two years. NSMA estimates 
some 1500 discount, self-service department stores 
with 10,000 square feet or more now operating. By 
1963, the total will jump to minimum 2050 large 
stores. Close to half of these will be 2-10 unit 
chains while over 600 will be 11 or more unit chains. 
This means a preponderance of large discount (and 
leased department) operators and more emphasis 
upon the big, impersonal operation. 


From branches to twigs 


The very new “twig” stores just coming into being 
may provide a formidable answer to the discounter 
threat in near future. At least Detroit’s J. L. Hud- 
son Co., biggest single-city department store, thinks 
so. Like many other department stores, Hudson had 
been hurt by influx of discounters. Also, its branches 
haven’t provided the answer in the suburbs—a fact 
common to many other traditional department store 
operations. But now Hudson is moving into “twig” 
stores—smaller than branches, less expensive to 
build or operate, tending more to specialty store 
than general store. 


Hudson’s “twig” approach is unique. If it works as 
expected, look for many other department stores to 
follow suit. It provides three types of service within 
same store: 1. Self-service with check-out counter. 
2. Partial service and check-out counter. 3. Full 
service. Latter will include shoes, floor coverings, 
variety of fashion items. Hudson’s believes, like 
many others, that fashion shoes fit best into “fit and 
service” selling rather than self-service. 


New “twig” stores will compete with discounters in 
other respects. Daily hours, 6-days per week, will 
be 9.30 a.m. to 9.30 p.m. Store size will approximate 
75,000-80,000 square feet. Expected dollar volume 
will be $60 per foot (discounters claim higher but 
many dispute claim) and $4.5-$5 million per store 
per year. And Hudson’s will identify the “twigs” 
with its own name, unlike most other department 
stores and chains now opening discount departments 
or branches. 
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See them all at the 


NATIONAL SHOE FAIR, MIAMI BEACH, FONTAINEBLEAU HOTEL, Sept. 24-27 


CROWN SHOE MFG. CO. SELWYN SHOE MFG. CORP. TOBER-SAIFER SHOE MFG. CO., INC. 
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TOBER-SAIFER SHOE MFG. CO. - 1204-6 WASHINGTON AVE. - ST. LOUIS 3, MO. 
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National Downtown Week 


Some 300 cities throughout the 
country will participate in the 
fourth annual National Downtown 
Week, Oct. 22-28, designed to focus 
attention on downtown as the tra- 
ditional and leading business, shop- 
ping and cultural hub of the com- 
munity. A complete kit detailing 
how local organizations can tie in 
with the National Downtown Week 
promotionally is available from Na- 
tional Downtown Week headquar- 
ters, 125 E. 23 St., New York 
10, N. Y. 


Small business financing 


Most established small businesses 
finance their current operating 
needs with relative ease. However, 
financing their long-term expansion 
is more difficult. Some of the diffi- 
culty arises because many manag- 
ers do not choose to seek funds 
from outsiders. In other cases, 
businessmen are not sufficiently 
aware of the financing opportuni- 


ties available to them. These gen- 
eral conclusions are based on a 
study of nearly 700 small busi- 
nesses in South Carolina by Olin 
S. Pugh of the University of South 
Carolina. The principal purpose of 
the survey was to analyze the 
sources and terms of credit extend- 
ed to small businessmen. Manage- 
ment Research Summary, Facts 
About Small Business Financing. 
Small Business Administration, 
Washington 25, D. C. Free. 


Small manufacturers 


A compilation of nine “Manage- 
ment Aids for Small Manufactur- 
ers” into a single permanent vol- 
ume covering internal general man- 
agement and business-government 
relations has been made by the 
Small Business Administration. 
The volume contains articles pub- 
lished during the year ending June 
1959. It has been compiled because 
of the continuing usefulness of 
keeping the material available in 


relatively permanent form. Sub- 
jects discussed: sales management, 
personnel policy, production, record 
keeping, pricing and foreign trade. 
Management Aids for Small Manu- 
facturers: Annual No. 7. Super- 
intendent of Documents, Washing- 
ton 25, D. C. 30¢. 


Branch stores 


Some of the questions covered 
in this report are: how to select 
a suburban location; the effects of 
branch stores on the parent store; 
downtown and suburban aspects 
of department store investment; 
the arithmetic of branch store lo- 
cations; the effect of new freeways 
and road programs on branches; 
and the methods of estimating the 
amount of sales transfer to 
branches. Many other topics are 
of course covered. The Planning 
of Branch Stores. National Retail 
Merchants Assn., 100 W. 31st St., 
New York 1, N. Y. Members, $2; 
non-members, $3. 
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THE UNITED STATES SHOE CORPORATION, 1658 HERALD AVE., CINCINNATI 7, OHIO 


This product has no connection whatever with The American National Red Cross. 
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@ Save up to 1 cent per pair 
@ Save three operations 
@ Save valuable floor space 


If you now last 60 dozen pairs per machine per day, with the 
new United Automatic Welt Toe Lasting Machine — Model A 
you can increase production as much as 30 dozen pairs per 
machine per day — and probably even more. Some operators 
have increased toe lasting production as much as 100%. 

While production gains and per-pair savings vary depending 
on work flow and shoemaking conditions, the new United ma- 
chine gives you proved potential for increased volume at 
lower cost. 

Operation of the WTL is simplicity itself: after the operator 
positions the shoe and steps on the treadle, the machine takes 
over automatically. From distribution of stock to ejection into 
the shoe catcher, no hand need touch the shoe. After upwipe, 
overwipe, and bedding down, strong-as-steel Nylon filament is 
firmly drawn around the well-lasted toe and securely fastened 
with staples — all automatically. 

In addition to improved quality and reduced operator 
fatigue, United’s Automatic Welt Toe Laster gives you these 
important advantages: 

e Anchor tacking eliminated 

e@ Manual toe wiring eliminated 

e Toe stapling or waxing eliminated 

e@ Removal of anchor tacks and toe wire eliminated 

e Damage to shoes and lasts from anchor tacks eliminated 
@ Valuable floor space saved 

To find out how much you can increase welt toe lasting pro- 
duction and cut per-pair cost with this new machine, call your 
nearest United office. 


UNITED SHOE MACHINERY CORPORATION 
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Some operators have increased production as 
much as 100% with United Automatic Welt Toe 
Lasting Machine — Model A. 


BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 





We will see you at the Montmartre Motel—Miami Beach—Room 126 


September 15, 1961 





SUITE C1, C2, (3, 15th FLOOR 


Jacqueline — CONNIE | Natural Pein ZteZhbs 
TEMPOS ” Natinal Foe 


WOHL SHOE COMPANY - 1601 WASHINGTON AVENUE + SAINT LOUIS, MISSOURI « A Division of Brown Shoe Company 
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showing everything at once 
helps in clearance sales 


The secret of selling over 600 pairs of shoes in less 
than four days in clearance sales is to “show every- 
thing available at once,” according to Don Webb of 
Webb’s Family Shoe Store in suburban Vinita Park, 
St. Louis. 

Webb, for the past three years, has held two annual 
clearances, offering a second pair of shoes for $1. Al- 
though the idea is not new, it hasn’t been used in St. 
Louis’ big western residential suburb area by any 
other store, and it appeals particularly well to fami- 
lies. 


Appeals to budget-minded 


“Its nothing unusual for a single family to pick up 


six or eight pairs of shoes for the first purchase and 
a like number for a dollar each,’’ Ed Donaldson, vet- 
eran salesman on the staff, said. “The stunt appeals to 
budget-minded heads of families more than to any 
other type of customer, inasmuch as there is no limit 
on how many pairs of shoes will qualify the customer 
for a second pair for a dollar.” 


Used a numbering system 


The second sale this year was just concluded in late | 
July, when Webb’s Family Shoe Store was so crowded | 


that the three salespeople had to use a numbering sys- 
tem for the first time in the store’s history. Since 


then, there has been an average of five or six telephone | 
requests per day from people inquiring when the next | 


sale will be held. 


All shoes shown 


Word of mouth has been sufficient to create such | 


sales figures as 285 pairs of shoes sold in 8 hours the 


first day, 124 pairs the second day, and 79 pairs the | 
third day. Donaldson gives credit to the fact that | 
every pair of shoes in the sale is shown on the shelv- | 
ing, out of the boxes, and carefully tabbed by number. | 
The left shoe is kept in the cartons. “Our experience | 


has been that if a customer, responding to the one 
dollar extra-pair offer, sees only a few pairs of shoes 
on display, he will think that possibly there is some- 


thing which represents a better value in one of the | 
cartons,” Webb said. “This slows things up, when the | 


customer insists on seeing some of the other shoes in 
the boxes. We counter this by showing every right 
shoe and telling customers that no shoe in the sale is 
out of sight. This results in customers making up 
their minds more rapidly and settling for their first 
choice.” 

On the evening before the sale, Webb and two sales- 
men take out all of the right shoes and mark each on 
the sole with a tab number, as well as the price. The 
tab number is duplicated on a white slip of paper, 
tucked where it is completely visible under the lid of 
the shoe box which corresponds. Often customers look 
up the mates themselves while salespeople are busy 
with other customers. 
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TIME TO SEE — Yes, still time to see 
the fast selling National line of vinyl 
footwear. We'll be at the National 
Shoe Fair — Miami — Seville Hotel 
— Rooms 526-28-32 from September 
24-27, 1961. 


TIME TO BUY — Orders are being 
written for this in stock merchandise. 
Special promotional lines will be 
shown which can be used for mer- 
chandising events. 


Stop in and see us at the show, or 
write for a call from your National 
representative. 














; ‘ : 
(gf A— RAIN PRINCESS 
Styled to fit the latest 
‘women’s fashions. 
Tapered toe in clear 
or smoke. 
B— RAIN QUEEN — High 
styled. Also available in 
i flat heel. Puncture proof 
j insert in maxine heels. 
jC—PLA PAL — Plain o 
; Warmeel lined. Best fitting — 
i best styled on the market. 
Priced right for volume sales. 











ATT HME 
Transparent Plastics Division 
THE SERVUS RUBBER COMPANY 
Rock Island, tll. 
Springfield, Mass. 





\ 


CANVAS 


CORDUROY 


A Tapered Toe — Women’s and 
misses sizes in a wide range 
of styles, colors and fabrics. 


Casuals — Shown here is the 
new Firefly. Five new and 
different casual styles available 
in the top colors of the season. 


Square Toes — The latest style, 
on the newest last — in corduroy 
or regular canvas — in newest 
fashion colors. 


New men’s Regis casual 
with new dress toe last. 
= THE 


Sorwues. 


General Office and Factory, Rock Islond, lil. 
Brench Office and Woreh 330 Broadway N. Y., N.Y. 








See the complete line of canvas — casuals — corduroy and waterproof at the 
National Shoe Fair — Hotel Seville — Miami — Rooms 526-28-32, September 24-27, 1961. 
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Personalized service 
essential for small retailer 


Barney Fleisher, sole owner of Fleishers in Hunt- 
ington Beach, Calif., has turned a low population area 
into a gold mine with two little words—personalized 
service. Huntington Beach has a population of about 
12,000. Within a radius of five miles, several million 
dollar shopping centers are located. In spite of this 
modern competition, Fleisher has furthered the pre- 
carious cause of the small town businessman by in- 
creasing his volume by $40,000 in the past four years! 

He said, “Repeat business is the life blood of any 
commercial effort, but an absolute must for the little 
man. This I obtain by the two magic words, ‘person- 
alized service!’ My entire personnel consists of two 
salespeople besides my wife and myself. We are a 
closely knit outfit, which gives us the opportunity to 
know each customer personally.” ‘ 

He added, “We follow this policy by requesting the 
name and address of each new customer, and putting 
it on our sales slip. Each one of us is responsible for 
remembering the name of the customer. If he should 
return six months from now, in 90 per cent of the 
cases we are able to address him by name. Only in 
rare instances can this be done by larger concerns 
with their daily influx of new faces. 

“Some of the unusual things we have done in the 
past have been—baby sitting while the mother com- 
pleted her shopping in the area. We have delivered 
merchandise to the home because of illness or lack of 
transportation. We have sent items to homes on ap- 
proval as a result of telephone requests. If it is im- 
possible to obtain an article through special order, or 
if the time element makes it impractical to do so, my 
wife will make a special trip to Los Angeles to get 
the needed item for our customer. If this sounds like 
a lot of service for one person, believe me, it has been 
worth our effort. Personalized service simply means 
making the customer feel he or she is something spe- 
cial. They love it, and invariably return for more.” 

Fleishers carries many items for men such as 
suits, slacks, shoes, shirts, and all the accessories. 
They specialize, however, in shoes for children. They 
carry well known standard brands and corrective shoes, 
and make a special effort to fit youngsters with foot- 
wear which will not only give service, but will be 
healthful and comfortable. Children are given special 
attention and it is a routine matter to spend as long 
as one hour with a youngster to get the very best re- 
sults. 

Mr. Fleisher said, “Realizing today that everything 
is on a highly competitive plane, we find that sales- 
people must give more of themselves in order to obtain 
the necessary repeat business. The day of the aloof or 
indifferent salesman is past, unless your concern is 
wooing bankruptcy. 

Barney Fleisher took over the store about four years 
ago. He had spent most of his life as a traveling sales- 
man for a large men’s line. For a period of thirty 
years, he traveled from one city to the other, mostly in 
California, as a manufacturers representative. 
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Nov. 5 to 9, 


Over 150 styles 
to retail $7.95 to $11.95 
SIZES TO 11, AAA TO EE 


N. Style # 2820 ME-Ble 


Sept. ey 
Hotel Fontain; — 
‘sal ainebleay | 
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New! 


“MAGIC-EASE” 


INSOLE 


~ 
Mee 
AS 





rn ov 4 Complete Shoe Shine Unit consisting of 
<a [ »* FINEST CARNAUBA WAX POLISH 
. © that gives a professional shine every 

ee time, and preserves leather, too 


%& KLEAN WAY APPLIER 
. Wax impregnated ... puts on wax 
polish easily and without soiling hands 





% KLEAN WAY NO SOIL BUFFER 

. to give a high gloss shine... . long 
lasting . . . specially formulated to 
prevent soiling if dropped. 


% KLEAN WAY SHOE SHINE HOLDER 
idat-) @xor-] alm olommalelay-@e)ain 7-1] me) axel (es-1-) ame l0le) g 
fo] amr-lole [cre morelanaclali=laleee 


FOR MEN, WOMEN, BOYS & GIRLS 


So easy to use the smallest child can 
shine his shoes quickly and easily, and 
without a mess, nothing to drip or spill. 


Black, Brown, Neutral RETAIL, ABOUT $1.50 
KLEAN-WAY Polish Pak, 


RETAIL, ABOUT 40 


NATIONAL SHOE FAIR 
Miami Beach, Flonda 
Sept. 24-25-26-27 

Room 509 
Seville H 
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CENTER FOLD MODELS 


For ali but 
spike heels. 
Double reinforcement 
in heel area, and 
Hardite heel. 

Sizes 5 to 10. 


DOUBLY 
REINFORCED! 


HARDITE 
on the 
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Bottom! a 


DOUBLY 
REINFORCED! 


PV Vaolt ile! 
Spike Heel 
Protection... 
Molded Metal 
Heels 


PT NO SU STITUTES. 
LUSIVELY A PRODUCT OF ~ LUCKY SALES CO., INC. 


_ ENORMOUSLY 
: INCREASED WEAR! 


Sal mo ib, aan ore 
s Guaranteed by. a 
Good Housekeeping 


ty 
wer 4s Abveariseo THLE 


Visit USAF THE 
~ NATIONAL SHOE FAIR 
Miami Beach, Florida 
Sept. 24-25-26-27 
Room 509 
Seville Hotel 























Now is the time for all good men... 
to listen to the voice of patriotism! 


Many companies have the Treasury Pay- 
roll Saving Plan. Some don’t promote it 
enough! They don’t realize how the plan 
works for our country . . . and for them. 
For example, it strengthens local buying 
power. It provides a hard-to-beat employee 
benefit program. It acts as an economic 
insurance policy. Fill in the coupon and 
get easy-to-use promotion ideas that work ! 


U.S. SAVINGS BONDS 


@ 


Treasury Department 
U.S. Savings Bonds Division 
Washington 25, D.C. 


We would like to promote the Payroll Savings Plan 
among our employees. Please send us your proven program. 


Name Title 








Company 
Address. 








City. Zone State 


] We have the plan. Please send us (] We don’t have the plan yet. 
employee leaflets. Please send complete facts today! 


It’s simple! It’s successful! It works! 





The U.S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and this magazine. 
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Booth 14 
East Ballroom 
NATIONAL SHOE SHOW 


Hotel Fontainebleau 





oo la la! 


Hore comes Mini... 


New slim, trim 


‘RIPPLE’ 
Mini-Rib Sole 


Designed especially to 
go with the popular 
stacked heel 


You'll be hearing a lot about Mini — so better get 
acquainted now! 


Dynamic, diminutive — RIPPLE® Mini-Rib Sole helps absorb 
shock, reduce fatigue, gently propel the foot 

forward — revolutionary advantages that have sold millions 

of women’s casual shoes to date. 


Now — trimmed, slimmed down to a half-sole — 
the new version opens up a whole new vista of styling 
possibilities in fabulous walking shoes and high fashion boots. 


So — why settle for less? 


Get the facts — Phone TUxedo 3-5576 or write today. 


BEEBE RUBBER COMPANY 
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Nashua, New Hampshire “TM Ripple Sole Corp. 
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HAVE THE 


#5.> 
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<— 
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ms, Don’tbe misled...don’t mislead 
t #305 HIGH SPIKE 
TOTAL HEEL PROTECTION! 


have tried to copy our Wyaee j Vinyl-covered steel protects the 
boot heel at bottom and 

styling—but Principle f : all sides. Won't 
scratch the shoe 
...won’t break 
with the newest g epee 


is 8 times 

and best! - harder than 
a HARDPLASTIC. 

Tests prove 


Retail — $2.59 ONLY STEEL DOES 


THE COMPLETE JOB. 


your customers! Others 


Plastics is still frst 


Fastening. Size 5-10. 


#302 
Cuban @) LY 
Faille Pattern with Corde ® 


trim as shown. Size 5-10. 


bX 
aN 
RN winree | REZILTUF 
RS 





#301-A a 
Low Heel 
Faille Pattern. Front 








Faille Pattern with Corde 
trim as shown. Size 5-10. v 
#305 O O 


High Spike 
Faille Pattern with Corde STAY AHEAD — BUY THE NATIONALLY 


trim as shown. Size 5-10. ADVERTISED “YEARS-AHEAD” LINE! 


Colors: Clear and Smoke PRINCIPLE PLASTICS 
GARDENA, CALIFORNIA « FAculty 1-3011 











IN CHICAGO: IN NEW YORK AREA: 
Airo Supply Co., 2525 North Sheffield 5701 Park Avenue 
GRaceland 2-0254 West New York, New Jersey * UNion 4-4670 OR CALL YOUR NEAREST JOBBER 


"SEE US AT THE MIAMI SHOE SHOW, BARCELONA HOTEL—SUITE 741 -742 


Boot and Shoe Recorder 





Blue Ribbon Winner 
in any ohow... 


Briarcli 


by GREAT NORTHERN 


Wins in a Walk! 


Retailing at 5% to g95 
Boy’s shoes 99 and [% 


Uv 
{-o.n.G MAR 


SIDE TIE 
4282 BLACK \ 
BOY'S SIZES 
3142 BLACK 


Over 150 Styles 


IN-STOCK 


NO MINIMUM PAIRAGE REQUIREMENT 


for immediate delivery... 
with Briarcliff or 
Your Own Label! 


The shoes your customers want... 

at the prices they want to pay! 

A combination that can’t be beat. 

Slip-ons, Ties, Casuals, Broques, Handsewns... 
all the in-demand colors and leathers... 

plus the expensive look you'd expect 

at three times the price. 


ora | See the Entire Line at the Miami Show... 
sur.on |) Fontainebleau Hotel, Room 624 


4600 LACK GREAT NORTHERN, Div. of International Shoe Co., St. Louis 
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The 


You're looking at more than a horizon. It’s a future, yours 
and America’s. Out there is Europe and Latin America and 
Asia and Africa. But in 1960, of all U.S. manufacturers, less 
than 5% saw these foreign shores for what they are worth: 
a 19-billion-dollar export market, a vast source of foreign 
trade. 

Move in for your share. Build your business and help 
keep America growing. Extra production creates more jobs, 
helps balance the outflow of gold, and wins new friends 
abroad with U.S.-made products. 

Even if you've never sold overseas, you have a rare op- 


e’s business out there. 


portunity to start —now. Your U.S. Department of Commerce 
will help with counsel by experts on what, where and how to 
sell—with data on credits, payments and financing. A pack- 
age of invaluable know-how is yours for the asking. 

Now’s the time to discover the many ways in which your 
business can grow. In the lucrative export markets. In new 
U.S. markets. In developing new products. In attracting new 
industry to your community. Just write or phone the U.S. 
Department of Commerce Office of Field Services in 
your city, or Washington 25, D.C. They are ready to @ 
help you grow with America! 


NOW’S THE TIME TO GET GROWING IN A GROWING AMERICA! 
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Verdile’s, Bristol, Conn. Architect: Rossetti & Mileto, Bristol, Conn. 


PPG products installed: PITTCO Deluxe Store Front Metal, TUBELITE Doors and Frames, Polished Plate Glass. 


Shoe store remodeled with PPG Open-Vision Front 


and business increased 23% 


In Bristol, Conn., Verdile’s remodeled their old building with a Pitts- 
burgh Plate Glass Open-Vision Front. The owner reports an immediate 
23% increase in business. The reason: people like to shop in a store that 
is bright, modern and attractive. A handsome Open-Vision Front can 
transform an old building into a brand new one—the kind of store that 
invites customers inside. 

We have testimonials from firms all over the country, telling us how 
their business increased after they remodeled with the Open-Vision 
Look. The cost of your remodeling can soon be offset by the increased 
volume your new store attracts. To find out how the Open-Vision Look 
—for new stores or old—can help you, send for our free booklet or see 
your nearby Pittsburgh Plate Glass Company representative. 


Pittsburgh Plate Glass has the complete package to give your shoe store the 
Open-Vision Look: Pittsburgh Polished Plate Glass; a complete line of attractively 
finished Pittco® Store Front Metal; TusBetite® aluminum-framed doors with 
glass panels; HERCULITE®? Tempered Plate Glass Doors and West Tension 
Polished Plate Glass Doors, both with aluminum, bronze or stainless steel frames; 
Pittcomatic® Automatic Push-pull or Mat-operated Door Openers. 


P| Pittsburgh Plate Glass Company 
G 


Paints « Glass * Chemicals +» Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
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a2 a me ow me ee oe 
Pittsburgh Plate Glass Company 

Room 1231, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 

Please send a free STORE FRONT booklet to: 


Name 





Address 





City 





State 





Store 
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RETAIL NEWS 





Through self-service operation: 


Discounter can underprice chains by 13% 


The extent of the discount 
boom was evident at a re- 
cent New York seminar. A 
top merchandising expert 
says traditional outlets will 
have to go self-service to 
compete pricewise. 


By EDWIN S. FINKELSTEIN 


A leading merchandising author- 
ity has estimated that self-service 
selling of shoes can enable discount 
operators to underprice traditional 
outlets and chains by 13 per cent. 
Within two years, he predicted, dis- 
count stores will sell all their popu- 
lar-price shoes from self-service 
displays. 

The expert, Fred M. Glass, is an 
international merchandising con- 
sultant on self-service conversion. 

Glass told Boot AND SHOE RE- 
CORDER that the traditional outlet 
and the chain will have to go self- 
service in order to match the dis- 
counters’ prices. The 13 per cent 
saving, he explained, is in addition 
to any discount earned through 
quantity buying, and is a direct 
Saving on cost of selling, which is 
passed on to the consumer. 

Payroll costs of sales in discount 
stores are now 7-8 per cent, he said, 
compared to about 20 per cent in 
the chain and traditional outlet. 


Discount seminars draw—Glass, 
a consultant to the May Co., L. S. 
Ayres and Co., Grand Bazar d’An- 
vers of Belgium and others, was 
interviewed following the first Dis- 
count Operators National Seminar 
held recently at the New Yorker 
Hotel, New York. 

About 3,000 discount retailers, 
manufacturers and real estate own- 
ers and promoters were present, ac- 
cording to officials of Modern Re- 
tailer, a monthly newspaper in the 
discount field, which sponsored the 
event. 
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In addition to the one-day semi- 
nar, a four-day Market Week was 
held at the New York Trade Show 
Bldg. Manufacturers of merchan- 
dise for sale in discount stores ex- 
hibited their lines. There were 
three shoe manufacturers: Dexter 
Shoe Co., Sportwelt Shoe Co. and 
Randolph Manufacturing Co. 

From their reports, business was 





Discount store offers 
‘rain check’ on specials 


Discount stores are trying va- 
rious techniques to create for 
themselves the image of integ- 
rity. Dart Drug Store, Chicago’s 
first discount pharmacy, offered 
a “rain check” on its specials. 

Dart’s opening ad in the Chi- 
cago Tribune promised: “If any 
item listed is sold out during the 
period of our opening sale, a 
rain check will be given to any 
person to purchase that item 
listed AT THE PRICE IN THIS 
AD as soon as the item is re- 
plenished.” 

The ad listed some 300 drug 
items. Officials said the company 
made the rain-check offer be- 
cause special items frequently 
run short during opening peri- 
ods, creating ill-feeling on the 
part of customers. 











“excellent.” Orders were written 
for delivery in November. 


“The coming way” — Although 
many more shoe manufacturers had 
applied, according to Modern Re- 
tailer, only the three were able to 
acquire space. A spokesman for 
Sportwelt Shoe said the company 
had reserved space three months 
ago. “This (discounting) is the 
coming way of life,” he added, “and 
we've decided to go along with it.” 


Randolph Manufacturing Co. said 
that “discounting will go much fur- 
ther as far as shoes are concerned.” 

Both Randolph and Sportwelt 
are developing separate lines for 
discounters. In the case of Sport- 
welt, the line offered is “specially- 
priced quality merchandise, which 
the discounter can sell in quantity.” 
Randolph is fully protecting its 
Randy brand, a line of $2.99 sneak- 
ers, by selling to discounters an 
“unbranded and_ non-conflicting 
line.’ Personnel of Dexter Shoe 
Co. refused to discuss their deal- 
ings with discounters. 


Stiff competition ahead?—What 
lies ahead for the discounter? 

Panel speakers covering that 
topic said discounters are enter- 
ing a period of stiff competition 
both from other discounters and 
from large traditional retailers 
who are opening discount stores. 

“The wool will fly,” they said, 
and one panelist, Herbert Greif of 
Grand Way Discount Centers, East 
Paterson, N. J., warned that in the 
retail wars ahead “seven out of 
ten discounters will fail.” 

Such was the outlook agreed 
upon for this infant industry. In 
its immense growing strides, 
speakers said, it is suffering cer- 
tain growing pains, including false 
advertising practices, faulty in- 
dustry image, scarce locations, in- 
adequate financing and a lack of 
trained personnel. 


“Integrity image” needed—“The 
honeymoon is over,” said Donald 
Jaffe of Towers International, 
Inc., which simultaneously opened 
four stores in Washington, D. C., 
each with 80,000 sq. ft., recently. 
“The big problem, as I see it, is 
how to create an image of integ- 
rity. Forget the phony loss lead- 
ers. Carry first-quality merchan- 
dise and the customer will know 
it.” 

Jaffe cited the example of a 
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children’s shoe concession that 
ran short of advertised merchan- 
dise six minutes after an an- 
nounced one-hour sale began. The 
concession then marked down reg- 
ular $3.49 sellers to 94¢ to keep 
up its integrity. 


Mergers foreseen — Paul Dich- 
ter of Maxam’s Inc., Boston, a 10- 
unit discount chain, said that be- 
cause the “giants are entering the 
field, it will take a tremendous 
amount of know-how—which we 
have—to: (1) keep costs down and 
profits up, (2) acquire the “feel 
and touch” of picking good loca- 
tions and paying a rent which is 
not self-defeating, and (3) devel- 
oping good personnel.” 

Dichter forecast “a lot of mer- 
gers” and he said “giants will 
arise” which will gross $1 billion 
a year. He predicted it will be- 
come much easier to get branded 
lines, with the top branded lines 
soon “knocking on the discounters’ 
doors.” Dichter said his own firm 
is “doing well on a 19 per cent 
average markup on all lines after 
markdowns and shrinkage.” 

In the years ahead, he forecast, 
smaller “satellite stores” of 20,- 
000 sq. ft. will develop in less 
populated but central shopping 
towns. 


Too much service?—Glass, in 
his seminar talk, estimated that 
about 90 per cent of a retail shoe 
salesman’s time is spent on “those 
shoppers who don’t need any serv- 
ice, since most merchandise is pre- 
sold anyway. “Women know shoes,” 
he said. “One might almost say 
“they’re in the shoe business.” 

Glass suggested that a store’s 
three lowest price lines be placed 
on self-service, which “would re- 
lieve your good salesmen to give 
real service.” Retail salesmen are 
overselling personality, he con- 
tended, and it’s time to start sell- 
ing merchandise. 

In self-service, Glass said, it’s 
necessary to select only the me- 
dium width for display, because 
“these shoppers are looking for 
price and widths are not impor- 
tant.” Tie the pairs together to 
avoid mismatching and “don’t 
worry about the tack holes,” he ad- 
vised, since no one sees them. To 

keep count of inventory for reor- 
dering purposes, use a double- 
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ticketing system, Glass added. 


Self-service and children—Glass 
advises use of racks because they 
are inexpensive, movable and flex- 
ible in store layout. Asked if there 
is a problem in fitting children’s 
shoes at self-service, he said: 
“No, the mother picks the shoes 
she wants from the rack, and sim- 
ply brings them to a man for fit- 
ting on the child.” 

In a self-service operation, only 
arch-support and nurses’ shoes 
have to be sold by salespeople, 


Glass said. 1 Jpular-priced shoes 
need “absolutely no selling.” 


Another discount show 


Another new market, the Na- 
tional Discount Merchants Show, 
will be timed to meet the needs of 
Christmas-depleted discount stores. 
It will pe held Jan. 7-10 at the Mor- 
rison Hotel, Chicago. Arthur Tar- 
shis Associates, 12 West 72nd St.. 
New York, operator of the show, 
said exhibit space is limited to 210 
booths. 





FOOT ® 
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PREFERKE® 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 
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IN STOCK 
No. 637 Brown 
No. 677 Black 


You don't have to be a foot-fitting specialist 
to build a steady repeat business with Alden-Pedic 
shoes. Many family shoe stores use our shoes to sat- 
isfy "hard-to-fit" customers and build repeat busi- 
ness. Learn about our Foot-Balance® program today. 


NATIONAL SHOE FAIR—HOTEL FONTAINEBLEAU—RM. 636 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 


Custom Boolmakers Since 1884 
BROCKTON. MASSACHUSETTS 





Gilbert rejects shoe box 
in warehouse operation 


To cut costs, Gilbert Shoe Stores, 
Inc., is eliminating the traditional 
shoe box from much of its ware- 
housing operation, in favor of a 
“unit system.” 

The Columbus, O., firm is pack- 
ing shoes in units of two to twelve 
pairs to facilitate handling and or- 
der filling for its 33 leased discount 
departments. Ivan Gilbert, presi- 
dent, said the system reduces by 
more than half the number of 
bundles that must be handled in the 
warehousing operation. The com- 
pany’s resources have agreed to 
pack shoes in a new type of carton 
to accommodate the various units, 
he explained. 

More than 75 per cent of ship- 
ments of spring-summer 1962 shoes 
will be handled under the new sys- 
tem, Gilbert said. 

“To stay in the discount busi- 
ness,” he commented, “one must 
continue to cut costs and purvey 
good merchandise at lower and 
lower prices.” 

Savings as a result of the change 


also include fewer billings and 
marking with Gilbert tickets and 
Gilbert prices at the point of manu- 
facture. 


Discount house is No. 1 
competitor, NRMA finds 


Department, specialty and vari- 
ety stores surveyed by the National 
Retail Merchants Assn. consider 
the discount house their greatest 
competitor today. 

NRMA’s annual study of member 
stores (annual volume, $6.5 billion) 
revealed that 68 per cent listed dis- 
counters in that position. Some 
16.5 per cent mentioned shopping 
centers, 12.6 per cent listed chains 
and only 2.6 per cent specified mail 
order and catalog groups. 

NRMA, in announcing the re- 
sults, said “the approaching show- 
down” with the discount type of 
operation is a problem that faces 
the independent merchant. 

“He must develop an ability to 
operate on a completely competitive 
basis and still retain identity as a 
fashion, quality and service depart- 
ment store,” NRMA said. “There 


is no doubt that the discounters 
with their six night openings 
weekly do present a competitive 
threat. The entry of many national 
firms into the discount field also 
presents some new challenges.” 


Children’s shoe business 
concentrated in suburbs 


A recent survey has found that 
department stores in suburban, 
“close-to-home” locations sell 250 
per cent more children’s shoes than 
their downtown counterparts, BOoT 
AND SHOE RECORDER learned. 

The survey was the work of Da- 
vid Rachman, research manager of 
The School of Retailing, New York 
University. It was conducted from 
1957 on, in 57 departments of 11 
large department stores in the 
United States, each store doing an 
average annual sales volume of $45 
million. “Children’s shoes,” Rach- 
man noted, “was the only depart- 
ment that did better than boys’ 
wear.” 

The suburban stores, Rachman 
said, offer free parking, are open 
as late as 10 o’clock (many on seven 
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© Long Inside Arch Support Counter 


BLACK NYLON 
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Black Nylon Velvet is this year's fastest, most attractive, big and little TRIM 
girls’ shoe! To be sure you're never caught short, Altschul's famous 
IN-STOCK service is ready to ship your order as soon as it's received. 
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evenings a week), and give the 
parent the convenience of shopping 
close to home and driving there 
by car. Downtown department 
stores, on the other hand, necessi- 
tate taking the child by bus or, if 
the parent drives, present a prob- 
lem of parking. 


Shoe-successful Davega 
plans only discount units 


Davega Stores Corp., owner of 
five discount stores and 20 regular 
stores, told BooT AND SHOE RE- 
CORDER that all its planned future 
openings will be discount opera- 
tions. 

“In our present discount stores,’ 
a spokesman said, “we are doing 
astronomical figures in volume of 
shoe sales. Discounting is the field 
of the future.” 

Shoes sold in Davega discount 
stores are solely by self-service. 
The shoes are tied together and 
placed on tables with boxed mer- 
chandise used only as reserve stock. 


Department remodeling 
adds punch to displays 


A recent remodeling job in the 
men’s shoe department of the Bas- 
kin Clothing Co.’s State Street 
store in Chicago has resulted in 
(1) a more appropriate masculine 
decor; (2) more effective displays; 
and (8) additional stockroom area. 

Before the remodeling, two 7-ft.- 
long wrought iron racks adjacent 
to the mezzanine rail were used for 
shoe displays. These racks had 
somewhat hidden the elevated shoe 
department from a first-floor view. 
Also, they were inclined to be dirt 
catchers, and had to be cleaned 
twice a day. 

Baskin took out the racks and 
installed three 5-ft.-long, walnut- 
trimmed slanted shelf racks along 
a side wall, with lighted shadow- 
boxes above. The wall background 
is a Japanese grass cloth paper, 
while the rack’s shelves are cov- 
ered with gold felt. 

The new display fixtures have 
given the department a more open 
look and display area for about 100 
pairs, against 50 pairs with the 
iron racks. There is about 1,500 
sq. ft. of additional stock space. 

Furniture in the center fitting 
area is early American. Chairs 
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are covered in green leather, bor- 
dered with brass nailheads. 

For displays, step tables and har- 
vest tables are used. Effective in 
carrying out the masculine theme 
of the department is a gun cabinet 
used for shoe displays. 


High fashion at Fontius 


Filling a need for high-fashion 
shoes in Fontius Shoe Co., Denver, 
two new lines of women’s shoes 
have been added to the many name 
brands sold by the company. Both 


lines—I. Miller and Stanley Philip- 
son (Mr. Stanley Couture Foot- 
wear)—have been added to the 
main downtown store and one of 
Fontius’ suburban stores at Cherry 
Creek Shopping Center. 

Fashion Coordinator Constance 
Bruce and I. Miller representative 
W. B. Grossman visited the stores 
to take special makeup orders for 
I. Miller shoes, most of which will 
retail at $29.99. Mr. Philipson 
came from New York to introduce 
his line, which will retail at around 
$32.99. 
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Steady use of sneakers target of LIA drive 


The tanning industry is planning 
a stepped-up offensive against 
everyday wear of sneakers. 

Mel Salzman, director of Leather 
Industries of America, said LIA 
will coordinate its drive with ef- 
forts of shoe manufacturers hard- 
hit by competition of lower-unit- 
profit footwear. According to Salz- 
man, sneakers will account for 
about one-fourth of all footwear 
sales this year. 


LIA will aim its campaign at the 
teenager via coordinated national 
advertising, local publicity and 
school education programs. 

A five-minute TV slide-film, de- 
scribed by an LIA spokesman as 
“very openly anti-sneaker,” will be 
provided free to local TV stations 
across the nation. The campaign 
will also include a major national 
consumer magazine — Seventeen— 
the first employed in an anti- 





PROFIT MAKERS..... 


Western 
Wellingtons 
by J. W. Carter 


Here are boots that are bound to 
make a big contribution to your 
profit picture for months to come. 
Built on the famous Wellington 
last... finished with smart Western 
style, full leather lined tops... they 
combine solid comfort with that 
much wanted Western air. 


J. W. Carter builds these 
boots with high and medium 
tops; with a choice of black 
or tan in both styles. 

And like all J. W. Carter 
boots and shoes, they are 
popular priced to move faster 
with a full markup to you. 
For full details see the Carter 
man in your area or contact 
the factory today! 


J. W. CARTER COMPANY 


P.O. BOX 30 


NASHVILLE, TENNESSEE 





sneaker campaign. 

The television film will depict 
sneakers as “very injurious to foot 
health if worn all the time,” LIA 
said. It will be directed to teen- 
agers and parents with children. 
It will be ready about Oct. 20. 

The magazine ad, to appear in 
the November issue of Seventeen, 
will picture a group of teenagers 
all wearing leather shoes and 
standing together, while a _ teen- 
ager wearing sneakers looks on 
from outside the group. 

A reprint of the ad, easeled and 
mounted, will be offered as a win- 
dow or counter card by participat- 
ing manufacturers and by LIA, 411 
Fifth Ave., New York 16. 

The TV feature—in filmstrip— 
will be made available free to 5,000 
junior and senior high schools for 
showing in hygiene and home eco- 
nomics classes. School nurses will 
be supplied with posters and book- 
lets for distributions to teenagers 
stressing wear of leather shoes for 
their “‘feet’s sake.” 


a 
Back-to-school promotion 


A television slide-film designed 
to help retailers sell more chil- 
dren’s footwear during the back- 
to-school selling season is being 
telecast by stations in 125 cities 
across the U. S. and Canada. The 
five-minute TV featurette, “First 
Steps to Learning,” was produced 
and distributed directly by 
Leather Industries of America. 

The cartoon feature illustrates 
and describes school, play and 
dress shoes for both boys and 
girls. The illustrations are of gen- 
eric styles currently available in 
retail stores throughout the coun- 
try. The slide-film also stresses 
the role of the local retailer as 
an expert in fitting children’s 
shoes. 


Desco ‘extra’ at Miami: 


cruise aboard a yacht 


Desco Shoe Corp. will take ad- 
vantage of the National Shoe 
Fair’s new resort atmosphere by 
offering twice-daily cruises for in- 
vited guests. 

The company has invited store 
executives and buyers and “our 
other friends” to sail on “The 
Huckster,” an 85-ft. luxury yacht 
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moored outside the Fontainebleau 
Hotel in Miami Beach. The chart- 
ered boat will sail daily at 4 p.m., 
returning at 7, and at 8:30 p.m., 
returning at 11:30 p.m., Sept. 24 
to 26. There will be music, dancing 
and refreshments. 


NSI exhibit at Shoe Fair 
to depict promotion plans 


A National Shoe Institute exhibit 
at the National Shoe Fair in Miami 
Beach, Sept. 24-27, will highlight 
NSI’s four spring-summer 1962 
promotional themes — covering 
men’s, women’s and children’s 
shoes, and slippers. 

The exhibit will be in the gallery 
of the Fontainebleau Hotel. 

The women’s theme is “The Two- 
Hued Shoe.” It will be featured in 
the February 1962 issue of Har- 
per’s Bazaar. According to Z. Al- 
bert Joseph, chairman of the Wom- 
en’s Promotion Committee of NSI, 
the new uses and combinations of 
colors will provide a unique, fresh 
look to footwear fashion. 

“The Soft Touch” will be the 
central theme for men’s shoes. 
Charles H. Jones, chairman of the 
NSI Men’s Promotion Committee, 
says the trend toward softer-feel- 
ing shoes for men will be expressed 
in more supple leathers, flexible 
soles, inside cushioning, trimmer 
styling and lighter constructions. 
Esquire magazine will feature “The 
Soft Touch” in an early spring is- 
sue. 

Juvenile shoes for spring-sum- 
mer will feature the theme of “The 
Bright, Clean Look” for girls, and 
“The Bright, Sturdy Look’ for 
boys. W. W. Kiss, chairman of the 
NSI Children’s Promotion Commit- 
tee, points out that ornamental fea- 
tures will be subordinated to plain 
and fancy-free shoes that look 
young for young people. 

“Dress Up to Relax’ will be fea- 
tured promotionally in slippers. 
Greer Arthur, chairman of the NSI 
Slipper Promotion Committee, says 
“slippers have now developed style- 
consciousness.” 

Fashion magazines and newspa- 
pers across the country will be co- 
operating editorially with these 
promotions immediately after the 
turn of the year. At the National 
Shoe Fair, retailers will get a de- 
tailed preview of the themes. 
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SWE plans breakfast 


Shoe Women Executives, Inc., 
will hold a champagne breakfast 
Sunday, Sept. 24, at 9:30 a.m. in 
the LaRonde Room of Hotel Fon- 
tainebleau, Miami Beach. Guest of 
honor at this National Shoe Fair 
event will be George Potashnick, 
newly appointed merchandise man- 
ager of women’s and children’s 
shoes at the May Co. stores in Los 
Angeles. He will interview a panel 
of industry experts. 


Fashion Board’s advice 
finds Japanese audience 


The fame of the Shoe Fashion 
Board of St. Louis apparently 
reaches halfway around the globe. 

Back in June, Jaclyn Meyer, 
Board chairman, received a letter 
from Yoshikazu Murai, Tokyo 
wholesaler of shoe leather and its 
accessories, leather-cloth and ad- 
hesive. He wrote: “I had the op- 
portunity of seeing shoe fashion 
show held at Sheraton Hotel in 
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your city this April. At that time 
I was handed a pamphlet, ‘Re- 
views: Fall & Winter 1961,’ issued 
by your Board, of which I appre- 
ciated so much. This pamphlet is 
quite interesting and useful for me 
to catch a new tendency of shoe 
fashion for the coming fall and 
winter in your market. Therefore, 
I would like to show its content to 
my customers by inserting its Jap- 
anese translation in the periodicals 
issued monthly in my company.” 

Miss Meyer okayed the transla- 
tion, requested reprints, and re- 
ceived copies of the Tokyo whole- 
saler’s publication, a 7 x 9-in. leaf- 
let. Reading from back to front, 
as Japanese books do, the transla- 
tion of the Shoe Fashion Board’s 
story, with sketches, serves as the 
lead story. 

The Board’s latest booklet, Spring 
and Summer ’62, will be distributed 
to the trade during the National 
Shoe Fair in Miami Beach. Copies 
may also be requested by mail from 
Miss Jaclyn Meyer, 504 Shell Bldg., 
St. Louis 3. There is no charge— 
for the English version anyway. 
The Japanese version is not avail- 
able at any price! 


Seminars in shoe fitting, 
therapy planned in N. Y. 


A series of seminars dealing 
with shoe fitting and shoe therapy 
will begin Sept. 26-27 in New York 
and continue for 10 weeks. They 
will be conducted by Seymour Hel- 
fant, manager of the Smaller 
Stores division of the National Re- 
tail Merchants Assn. and author of 
frequent sales training articles in 
BooT AND SHOE RECORDER, and Dr. 
Marvin Steinberg, educational di- 
rector of the Podiatry Society of 
the State of New York. 

Shoe fitting and salesmanship 
will be taught on Wednesday nights 
from 7 to 10, starting Sept. 27. On 
the agenda are general foot struc- 
ture, study of leather, shoe con- 
struction, accepted measuring tech- 
niques, correct fitting, recognized 
selling techniques and proper han- 
dling of adjustments and com- 
plaints. An optional session will 
cover retail control. 

The advanced course in shoe 
therapy will be given Tuesday 
nights from 7 to 10, beginning 
Sept. 26. It is designed for those 


who desire primarily to concen- 
trate in the field of orthopedic foot- 
wear and for shoemen who work 
on prescription cases recommended 
by doctors. 

All classes will be held in the 
Hotel Statler Hilton, 7th Ave. and 
33rd St. Diplomas will be awarded. 

Shoemen can secure information 
about fees and registration from 
Seymour Helfant, P. O. Box 1114, 
GPO, New York 1. 


Spencer Shoe will split 


common stock 5-for-4 


Spencer Shoe Corp. stockholders 
authorized a 5-for-4 common stock 
split at their annual meeting in 
late August. Later, directors set 
Sept. 29 as the payment date for 
the split for stockholders of record 
Sept. 1. As a result, the number of 
outstanding common shares of $1 
par value will be increased from 
398,013 to almost 500,000. 

One stockholder attending the 
meeting assailed management for 
forecasting as late as March that 
earnings per share for the fiscal 
year ending June 3, 1961, would be 
$1.70. Spencer, which operates 94 
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New regional editor 
appointed in Boston 


Frank J. Donahue has joined 
the BooT AND SHOE RECORDER 
staff as New England regional 
editor with headquarters in the 
magazine’s Boston office. He suc- 
ceeds Donald Watson, who re- 
signed. | 

A veteran of World War II 
and the Korean conflict, Dona- 
hue came to the RECORDER by 
way of several newspaper posi- 
tions. During his 14 years of 
military service, he served at 
various times with both the 
European and Far East staffs of 
the Stars and Stripes as war 
correspondent, feature writer, 
editorial assistant and copy 
writer. 

During the Korean conflict, 
Donahue was one of a battery 
of war correspondents first to 
enter the front-line areas report- 
ing daily the progress of the 
action. During a break in mili- 
tary service, he was employed as 
associate editor of the Hyde | 
Park Tribune chain of newspa- 
pers serving communities south 
of Boston. 

A man of varied interests, he 
counts among his hobbies writ- 
ing, flying, hockey, skiing and 
model construction. 

He completed his English- 
journalism graduate studies at 
the overseas branch of the Uni- 
versity of Maryland in Munich, 
| Germany. 








retail outlets, mostly in discount 
stores, earned $1.16 a share. Presi- 
dent C. Charles Marran attributed 
the faulty forecasts to unexpected 
developments. 


Beck earnings drop 


Net earnings of A. S. Beck Shoe 
Corp. and subsidiaries for the six 
months ended June 30 dropped to 
$208,174 from $350,867 in the same 
period last year. This amounted to 
32¢ per common share versus 65¢ 
a year ago. 

In the full year ended last Dec. 
31, Beck earned $409,220 or 61¢ 
per common share. 
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eet Tie MOM 
IS HEADY TO GOLA 


WITH AN ENTIRELY NEW CONCEPT 


IN MEN’S SHOE RETAILING! 


For the past few years, LONDON CHARACTER SHOES FOR 
MEN has been leading the fashion and sales pace in New 
York! So much so that retailers everywhere have been asking 
“How can we get these shoes?”! 


Now, for the first time, we’re making available every phase 
of the operation that has been so successful in our 34 metro- 
politan area shops, to a limited number of independent re- 
tailers throughout the country. 





e You get the styling, quality and value pro- 
duced by one of America’s finest shoe manufac- 
turers plus exclusive fashion imports designed 
by us for American feet! 


e You get the kind of merchandising — ideas, 
windows, ads—that have helped LONDON CHAR- 
ACTER Set new Sales records season after season. 


e You get an in-stock program in shoes to retail 
at $11.95 to $24.95 plus a longer markup! 


¢ And you get the prestige of the great LONDON 
CHARACTER name... famous since 1899! 











SEE THE ENTIRE STORY AT THE FONTAINEBLEAU — ROOM 507 
OR AT OUR SHOWROOMS at 225 W. 34th St, New York City! 


London Character Shoes 


division of Commonwealth Shoe & Leather Co., inc.» 225 W. 34th St., New York 1, N.Y. 








Independent Shoemen faces revised agenda 
with new chief and 2,000-member target 


Traveling exhibits, ready-to-use 
promotion packages and top speak- 
ers will be used by the revitalized 
Independent Shoemen organization 
in an expanded drive under a new 
executive director, Ben Finn. 

The target: a 67 per cent boost 
in membership (to 2,000, or one of 
every eight independents in the 


country ). 

Finn, whose appointment became 
effective Sept. 1, returns to the post 
he held during I.S.’ formative years 
from 1954 through 1956. The 
group was born with a handful of 
faithful adherents, and since has 
grown to a reported 1,200-plus 
membership. Finn’s predecessor 
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women-in-white... 


LNUR SE-MATES 


Here are some of the 

quality features in 

NURSE-MATES IMPERIALS: 

1. Pillow-Soft Imperial Cushion 

2. Cookie Arch 3. Cushioned Tongue 

4. One Piece Seamless Tongue 5. Thick 
Aero-Crepe Soles 6. Leather Counter 
Pockets 7. G teed-Washable White 
Leathers 8. Lightweight, Long Wearing 
Aero-Crepe Soles 9. Air Vents Under Arch. 





NURSE-MATES, for 5,000,000 women-in-white . . . nurses, 
waitresses, beauticians, lab technicians, counter clerks, 
super-market checkers . . . for all women whose daily 


work requires white service shoes! 


It's a big and growing market — one that requires 
careful attenti . . attention to the 
extra construction, comfort and style 





NURSE-MATES fills this demand, it is the 
fastest growing brand of white service 
shoes in the very-popular-priced field today! 


' i 7 features that these women demand at 
é prices they can afford. And because 
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NURSE-MATES are in-stock in a wide variety 
of styles — widths from narrow to 
extra-wide — sizes from 4 - 12! They're 
backed up by 33 years of manufacturing 
know-how! Nationally advertised in the 
American Journal of Nursing, and 

Modern Beauty Shop, NURSE-MATES 

also have a strong in-store promotion 
package for you. 


Compare these NURSE-MATES 
extra-quality features, 

and then write us today for 

the complete NURSE-MATES catalog! 


Wo. N-1084 
Bontom Ripple® 
Just 2 of the many NURSE-MATES styles. 


NURSE-MATES IMPERIALS to retoil at about $8.00 
Other NURSE-MATES to retail from $6.00 


NURSE-MATES 


Manufactured by 
PHYLLIS SHOE COMPANY, 95 BRIDGE ST., LOWELL, MASS. 





was Frank T. Underhill, who re- 
cently resigned. 


Office near Philadelphia — Finn 
will operate from a busy office in 
Jenkintown, Pa., a suburb of Phil- 
adelphia. The group’s mailing ad- 
dress will be listed as P. O. Box 
7164, Philadelphia 17. 

To attract the additional mem- 
bers and solidify its role, LS. will 
trigger a whole series of changes. 
Most of them, already adopted in 
outline form, will be detailed at the 
group’s board meeting Sept. 23 at 
the Roney Plaza Hotel, Miami 
Beach. A general membership meet- 
ing is scheduled for Nov. 6 at the 
Vanderbilt Hotel, New York. 

Innovations include the traveling 
exhibits, which will be shipped on 
36-by-48-in. pegboards and will fea- 
ture shoes made, processed and sold 
by independents. Also available 
will be seminars on promotion for 
retailers, wholesalers and travelers. 


Quarterly publication due—The 
organization will discontinue its 
four-page news bulletin in favor 
of a new quarterly magazine which 
will feature a review of merger 
news and a series of articles on 
merchandising, advertising and 
promotion. 

Members also will be offered 
four-color mailing pieces and quan- 
tity prices, plus access to teams of 
speakers at regional promotional 
meetings. 

A “big idea” session will fea- 
ture prizes for the best promotional 
scheme advanced at meetings. 


About the new director—Finn, 
whose Elkins Park, Pa., home is 
just a five-minute drive from the 
Jenkintown office, left his original 
I.S. post in 1956 to devote full 
time to the retail shoe business. 
Three years later he disposed of 
his stores and returned to school 
for advanced management courses 
in trade association work. 

His Jenkintown office also han- 
dles multiple management duties 
for other organizations. He has 
been running a series of seminars 
on business management from coast 
to coast for several national asso- 
ciations. 

Finn is a 70-hours-a-week man 
whose fishing hobby frequently 
prompts him to “grab an extra day” 
at any business site near produc- 
tive water. 
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RETAIL EXPANSION 


Cinderella promotion 
opens Krupp & Tuffly 


A Cinderella promotion high- 
lighted the opening of the new 
Fashion Square unit of Krupp & 
Tuffly, Houston’s oldest shoe re- 
tailer. The store, a family opera- 
tion with 4,000 sq. ft. of selling 
area, is the firm’s third in the 
Texas city. 

Using newspaper advertising and 
heavy radio saturation, Krupp’s in- 
vited women from 18 to 80 to come 
in and “leave your footprint in the 
Magic Pumpkin. One print will be 
Cinderella’s . . . and all Houston 
shall be at her feet for one gay 
and wonderful weekend.” 

Store employees took a footprint 
of each woman or girl shopper. 
Already by afternoon of opening 
day, the pumpkin was nearly jam- 
med full with the prints. At week’s 
end the victor’s name was drawn 
from the pumpkin. She received 
four pairs of shoes plus an expense- 
paid weekend at a local motor inn, 
where she and a companion stayed 
in the “Princess Room” with a staff 
of servants catering to their whims. 

The promotion was developed by 
Jack Cable, head of the firm’s ad- 
vertising staff. L. E. Tuffly and Joe 
Tuffly, Jr., store manager, labeled 
it “a huge success.” 

The new store is in a small but 
exclusive fashion center at the 
crossroads of one of the city’s 
wealthiest sections. 


National Shoes, Inc., has opened 
store No. 187, a 2,500-sq.-ft. unit 
in the Bay Ridge Section of Brook- 
lyn. An extra giveaway item at 
the opening: ice cream sundaes 
from a truck parked outside. 


Dr. Scholl’s Foot Comfort Shop 
in Bridgeport, Conn., has moved 
into larger quarters at 1228 Main 
St. in the downtown area. Owner 
B. L. Glaser opened his first shop 
three years ago. 


Scholl Manufacturing Co., Inc., 
Chicago, has announced the open- 
ing of a new Dr. Scholl’s Foot 
Comfort Shop, effective September 
1, at 290 Main Street, Huntington, 
Long Island, New York. 
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Phillip’s Shoes, a store for tall 
girls only, has been opened by 
Phil Bliwas at 530 Nicollet Ave., 
Minneapolis. He specializes in 
sizes 9-14, widths AAAAAA-C. 
Phil Fontana, formerly a sales- 
man at Bliwas’ Shoe Box store 
nearby, is manager. The new 
store carries both casual and 


fashion footwear. 
7 e a 


The Pump Room, a new wom- 
en’s specialty shoe shop opened in 
Ladue, Mo., a St. Louis suburb, 
aims at an image of exclusiveness. 


It carries a limited number of 
fashion brands, including Johan- 
sen, Sohari and Pavilia. Makeup 
promotions for dressy costume 
promotion will be stressed. Man- 
aging the firm is Paul E. Johan- 
sen, Jr., son of the president of 
Valley Shoe Corp., St. Louis. 


J - * 

Newton Wall Co.’s remodeled 
store in Stillwater, Okla., features 
a new self-service shoe depart- 
ment on the main floor. The old 
shoe department was on a mezZZa- 
nine floor. 











The Fontainebleau 


We'll gladly 
send you our 
latest Willits catalog. 


SPORT-PRINTS: 


by WILLITS 


Be sure to see them at the Shoe Fair! 


ROOM 914 


"Sport-Prints" offer you the newest in Best- 
Sellers for the still growing youth market. 


FINE SILHOUWELT CONSTRUCTION 
TAPERED TOES 


Visit our sample room at the Fontainebleau and see the 
complete line of Willits Fine Quality Juvenile Shoes. 


WILLITS SHOE COMPANY 


HALIFAX PENNSYLVANIA 


Miami Beach 


Style 208— 
Black Velvet 


Style 215— 
Black Smooth Leather 


Available in BLACK VELVET, red 

_ and gray patches, black leather 
eyestay and Du-Flex cushion crepe 
sole. Also in BLACK SMOOTH 
LEATHER, gray patches and 
leather sole. 


Sizes: AA to D-4!/, to 10-$5.60 
B to E-I2'/ to 4-$5.00 














Four shoe departments at new Stix, Baer 
open in time for back-to-school business 


The new River Roads branch de- 
partment store of Stix, Baer & 
Fuller, St. Louis, timed its recent 
opening to coincide with the heavy 
back-to-school buying weeks. 

Three separate footwear depart- 
ments are located on the first or 
main selling floor of the $4.5 mil- 
lion building, the major unit in a 
$12 million shopping center in 
north St. Louis County. There is 
also a basement department. 


Women’s department — Morris 
Dobrin came from the downtown 
Stix unit to manage the new 
women’s department. Shoes are 
displayed on long  pre-selector 
racks and in gilt-framed shadow- 
boxes set in the wall. Chairs, ap- 
proximating 70, are done in light 
peach and turquoise against greige 
carpeting. 

At one end of the department is 
the Shoe Salon, furnished in 
French Provincial with pier mir- 
rors in antique gold leaf. A curved 
wall of polished wood features 
brass script signatures of Evins, 
I. Miller and Andrew Geller. Salon 
shoes are displayed on a custom- 
designed “chandelier” which 
stands on the floor. This tree-like 





wrought iron light fixture is 10 ft. 
tall, finished in antique white with 
touches of bronze, and displays 
couturier patterns on _ shelves 
which are part of the tree design. 


The men’s section—Heavy wood 
beams canopy the men’s shoe area, 
which also displays and sells hats, 
caps and umbrellas. The 22-chair 
men’s department, at the north 
entrance, is furnished in dark 
woods, maroon upholstery and 
gray carpeting. A large English 
inn lantern, one of the many inter- 
esting antiques which are spotted 
throughout the entire store, is 
mounted over the men’s self- 
selector display. Ray Block moved 
from Stix Westroads store to 
manage the newly opened depart- 
ment. Although another suburban 
branch carries no work shoes, 
River Roads is featuring and 
stocking in depth five styles, three 
high and two low quarter patterns. 


Children’s department — The 
children’s shoe department adjoins 
a restaurant and coffee shop. 
Joseph Anzalone came from the 
downtown store to manage the 
unit. A 12 x 15-ft. mural of a 
Mississippi River steamboat high- 


Shadowboxes, decoratively grouped and hung like pictures, display shoes, handbags and 
accessories and form main traffic-magnet feature of women's shoe department on first 
floor at River Roads store of Stix, Baer & Fuller in St. Louis County, Mo. Background walls 
are natural grasscloth framed in walnut. Chairs at far right are part of the Shoe Salon's 
French Provincial grouping. 
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lights one wall and repeats the 
orange and yellow of the depart- 
ment’s 38 fitting chairs. 

A new carry-out box replaced 
the doll house and/or barn boxes 
formerly provided to girls and 
boys. The carton is in the shape of 
a river steamboat; cardboard 
smokestack and paddle wheel cut- 
outs are packed flat inside the box. 

Martha Campbell buys for the 
River Roads children’s department 
as well as for the other two Stix 
stores. 

A 10-chair teen section uses 
blue and white fitting chairs to 
set it off from the children’s de- 
partment. Full pre-selector display 
for teens is featured. 


More in the basement — A 65- 
chair basement shoe department is 
strategically located at the escala- 
tor well. Women’s and children’s 
chairs are framed in white metal 
with lemon, apricot and white 
seats. The men’s area is set off 
from the department proper and 
uses walnut chairs with rust up- 
holstery. Several of the store’s 
antiques appear in the men’s 
downstairs shoe area. 

Basement shoe department man- 
ager is Lloyd E. Baker, formerly 
at Small’s in Belleville, Il. 


Sales outlook—Stix River Roads 
is expected to produce about $15 
million sales annually after a 
development period of about three 
years, according to Joseph D. 
Brumm, executive vice-president. 
About 5 per cent of sales is ex- 
pected to be a transfer from the 
downtown store. 

The shopping center, of which 
Stix is a major anchor, has leased 
space for future construction to 
a long list of tenants, including 
these shoe retailers: Edison 
Brothers Stores, Inc., J. C. Penney, 
Robin’s Shoes, Thom McAn and 
Wohl Shoe Co. 


2 o - 

Westwood Shoe Mart, a discount 
store which recently opened in 
Westwood Village, Los Angeles, 
specializes in branded lines for 
the family. The store, with 4,000 
sq. ft. of selling and stock space, 
is owned by Max Rosen, operator 
of a similar store in Santa Monica, 
Calif. Jack Davis, formerly with 
Wayne’s Shoes, Beverly Hills, 
Calif., is manager. 
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GEM in Massachusetts 


The shoe departments in three 
new GEM stores planned for Mas- 
sachusetts are reported leased to 
Popper Shoe Corp., Boston. Prin- 
cipals of Popper Shoe are Frank 
Popper and Earl Wolf. Reported 
locations are Saugus, Framingham 
and the South Shore area of Bos- 
ton. 

GEM International, Inc., oper- 
ates closed-door department stores 
for government and military per- 
sonnel and employees of selected 
nonprofit groups and government 
contract plants. These groups pay 
a $2 lifetime membership fee in 
order to shop. 

At present there are GEM stores 
in Denver, Kansas City, Honolulu, 
Wichita and St. Louis. Future ex- 
pansion is being directed at the 
East, West and Midwest. 

GEM departments carry men’s, 
women’s, and children’s shoes, usu- 
ally of medium quality and practi- 
cally all from branded lines. Prices 
are generally 15-25 per cent lower 
than for similar shoes in regular 
outlets. 

e iJ * 


Tradehome Shoe Stores, Inc. has 
moved one unit to a remodeled 
store which is about 50% larger. 
The new store, located at 23 E. 
7th St., St. Paul, was the first of 
two new stores opened during 
August for the company. 


Wolfman’s, a women’s high- 
fashion specialty store in subur- 
ban Houston, has added a shoe sa- 
lon (selling area, 12 x 12 ft.). 
Opening with a stock of 1,500 
pairs, it features imported Italian 
shoes at $12.95-$21.95. Lee Wolf- 
man, president, said stock is con- 
centrated on smart tailored foot- 
wear, casuals, flats and satin dye- 
ables. Jack McMellon, formerly 
with Vogue Shoes in Houston for 
six years, is salon manager. 


The Frank More Shoe Salon, 
newly opened at 1519 Fifth Ave., 
Seattle, combines Victorian decor 
with soft music and air condition- 
ing. George Shields, in the shoe 
business in Seattle for many 
years, is manager. Two other sa- 
lons bearing the Frank More name 
operate in San Francisco and Oak- 
land. 
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O'Connor & Goldberg maps growth plans 


O’Connor & Goldberg, Chicago 
area shoe chain which opened its 
17th store last month, plans an ex- 
pansion program that may extend 
to other parts of the country. 

Gross for 1960 came to almost 
$7 million. This wil! increase to 
around $10 million in the next two 
or three years, according to W. H. 
Harrison, Jr., president of the 
chain. Although the future looks 


good, Harrison points to the in- 
tense competition facing OG: some 
58 places to buy shoes in a five-block 
stretch flanking the new State and 
Monroe Sts. store. 

The chain will open a store in 
suburban Oak Brook, near Chicago, 
in the spring, and another soon in 
Evergreen Park. Others will follow 
at a rate of two or three a year. 

Other possibilities are leasing 














Sam Wolff 
Ray Kohn 
Jerry Finn 








and 


meZZos 


now showing... 


NATIONAL SHOE FAIR 
MIAMI BEACH — FLORIDA 
FONTAINEBLEAU HOTEL, Rooms 1258 and 1260 


In Attendance 


William Wolff 
Henry Menken 
Jerry Seigel 
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High fashion shoes of distinction by 
WOLFF SHOE MFG. COMPANY 


2511 SULLIVAN AVE. 


° ST. LOUIS, MO. 











operations in department stores, 
and a “Shoe-of-the-Month Club” to 
push sales of men’s footwear. In 
this operation, a variety of shoes 
would be sent to participating cus- 
tomers each season from which 
they could pick styles they want to 
keep. 

OG’s management, however, re- 
jects using a discount operation in 
its program. 

“We are going to build on our 
image—an image of quality and 
reliability,” said Harrison. 

* . a 

Don Burton, Inc., a Sacramento, 
Calif., shoe retail firm, has added 
a fashion shoe store in the new 
Country Club Plaza shopping cen- 
ter, in the California capital. With 
a view toward maintaining the 
historical significance of Sacra- 
mento, the decor blends antiques 
with the “modern charm’’ of 
maple, brick and brass. At the 
center of the store is a large an- 
tique brass chandelier simulating 
the gas fixtures of the past. Store 
manager is Emmett Kirchner, for- 
merly at the Village Shoe Horn 
Store—also a part of Don Burton, 
Inc. 


TRANSACTIONS 


Siff, out of bankruptcy, 


sells five units to Scheft 


The D. M. Siff Co., retail shoe 
chain, with headquarters in 
Akron, 0O., has sold its five Wag- 
oner-Marsh stores to the 83-unit 
H. Scheft Co., Boston. The price 
was not disclosed. Scheft will re- 
tain the Wagoner-Marsh name and 
keep all personnel. 

Charles E. Taylor, manager of a 
downtown Akron unit, will serve 
as coordinator for the five stores 
in Akron and Canton, O. 

Earlier this year, the Siff Co. 
went into voluntary bankruptcy, 
listing liabilities of $2,841,587 and 
assets—largely stock—of $3,799,- 
536. Since then the company has 
been trimming its number of out- 
lets and consolidating its position. 

The firm was recently released 
from bankruptcy after creditors 
agreed to accept 35¢ for each $1 


owed. 
a e eo 


The Barquin Shoe Store, Mont- 
pelier, Vt., has been purchased by 
Francisco (Nino) Cruz of Barre. 


The new owner said he would 
retain the same name for the es- 
tablishment, which was formerly 
operated by Mr. and Mrs. Joseph 
R. Barquin. 


Genesco acquires 15-unit 
Brittain chain in N. C. 


Genesco, Inc., has acquired Brit- 
tain, Inc., operator of 15 shoe 
stores and leased departments in 
North Carolina. The Nashville, 
Tenn., manufacturer-retailer said 
it is giving 9,000 shares of its stock 
for all the capital stock of Brit- 
tain’s. 

C. Edward Brittain, owner and 
president, will continue as head of 
the operation, with his headquar- 
ters in Raleigh. 

Brittain’s has annual sales of 
about $2 million. 

* e e 

Bass Shoe Stores, two orthope- 
dic shoe stores in Dallas, have 
been purchased by Wiley P. Dis- 
mukes. He is a graduate of the 
American School of Practipedics, 
Chicago, and has been working 
closely with Dallas orthopedic 
doctors and pediatricians. 
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Beautiful New Chart Shows 144 Colors from 48 Basic Dyes! 


e Fabric 
Shoe 
Dye 


DILUTER SET 


Now you can offer a complete selection of 144 beautiful shades from an 
economical 48 basic Cinderella Fabric Dyes . . . 


without mixing colors! 


The 48 basic dyes have been chosen from the regular Cinderella line, and 
include the most popular colors. In the new Color Chart #20, dyed silk- 
satin swatches show each basic color, plus a simple 3-to-1] and a 7-to-1 
dilution of each, using Cinderella Dye Diluter. A small investment gives you 
a complete range of famous Cinderella colors and shades! 


Order Thru Your Wholesaler or Use Coupon Below. 


Here's Everything You Need for a 
Complete Dye Department! | 
Cinderella DILUTER COLOR CHART 
#20 
Cinderella FABRIC DYES 
Cinderella DYE DILUTER 
Cinderella Compo CEMENT REMOVER 


Cinderella Calibrated MEASURING 
GLASS 

Cinderella ‘How to Dye’ booklet, 
display cords, stuffers, test swatches, 
etc. 


-- 


To: EVERETT and BARRON COMPANY 


Valley Street, Providence 9, R. |. 


Please send Cinderella Color Chart #20. 
I enclose $1.75. 


Nome 
Firm Nome 


Address 
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Personnel Changes « Retail 





STEVE WACHSNER 
Innes Shoe Co. 


K. B. STONE 
Endicott Johnson 


Chains... 


COWARD SHOE, INC., New York 
—Appointed Robert J. Mehrman man- 
ager of a new unit in Brookline, 
Mass., the company’s 18th store. 


EDISON BROS. STORES, INC., St. 
Louis—Named James L. Stewart to a 
merchandise post in the St. Louis 
home office’s casual division. He will 
be in charge of merchandising the 
Leed’s Coast Shoe division. He for- 
merly managed a Leed’s unit in Port- 
land, Ore. 


ENDICOTT JOHNSON CORP., En- 
dicott, N. Y.—Appointed K. B. Stone 
general manager of merchandise for 
the company’s retail stores. 


GILBERT SHOE STORES, INC., 
Columbus, O.— Promoted Frank F. 
Leonard, Jr., from supervisor of ware- 
housing and data processing to vice- 
president and a member of the policy- 
making board. 


INNES SHOE CO., Los Angeles— 
Promoted Steve Wachsner from store 
manager to director of store opera- 
tions, supervising all 18 stores in 
southern California and the com- 
pany’s 25 leased departments. He suc- 
ceeds Dudley O. Lee, who resigned. 

Transferred Jack Delaney from 
manager of the Los Angeles main 
store to manager of the San Diego 
branch, and transferred Jack Kolby 
from manager of the suburban Sher- 
man Oaks unit to succeed Delaney in 
Los Angeles. 


SOMMER & KAUFMANN, San 
Francisco—Appointed David D. Pass 
president, succeeding Frank Brandon, 
who held the post two years. Pass was 
vice-president for the past year. 

Named Lewis L. Stone vice-presi- 
dent and operations manager. He was 
formerly operations manager of Gen- 
esco’s Holiday women’s retail shoe 
store group. 


Departments... 


MACY’S, New York — Appointed 
Mrs. Leslie Lehrer buyer of the bet- 
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GLORIA NEUMANN 
Rayne-Delman, Inc. 


BEN McCAFFERTY 
Genesco, Inc. 


ter shoes and Naturalizers depart- 
ment. 


ROMAN’S SPECIALTY STORE, 
Boston—Appointed Charles Wolfson 
manager of the shoe department. 


THE STEWART DRY GOODS CO., 
Louisville, Ky.—Appointed Frank L. 
Perry merchandise manager of shoes, 
fashion accessories, small wares and 
men’s furnishings. He succeeds Alden 
R. Berman, promoted to general mer- 
chandise manager. 


WALKER ORTHOPEDIC APPLI- 
ANCES, Stamford, Conn.—Appointed 
Max Levine head of a new Pro-Tek- 
Tiv shoe department. 


Other retailers... 


FOOT-SO-PORT SHOES, Jackson, 
Mich.—Announced appointment of J. 
B. (Burt) Lowe as manager, succeed- 
ing M. T. Trader. 


GENESCO, INC., Nashville, Tenn. 
—Promoted Ben McCafferty from ad- 
ministrative manager of the Mid- 
Continent Retail division to general 
manager. The _ division comprises 
many East Coast and western retail 
shoe stores and departments handling 
nationally advertised brands. 


LEONARD’S SHOES, Southfield, 
Mich.— Announced appointment of 
Quentin (Bud) Rollins as secretary- 
treasurer. He formerly managed 
Hack’s Shoes, Detroit. 


RAYNE-DELMAN, INC., New 
York—Named Gloria Neumann per- 
sonal assistant to Edward Rayne, 
president. She previously handled 
publicity for Bonwit Teller shoe de- 
partments. Before this she was pro- 
motion director for the I. Miller 
Salons. 


SILL’S SHOE STORE, Lima, 0.— 
Announced appointment of Robert 
Schefter as manager. 


WALSH SHOE STORE, Framing- 
ham, Mass.—Announced appointment 
of John L. Maroni as manager of this 
new store located in Shopper’s World. 





OFF 


to a profitable 
start with 


GODING 





A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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school buying opens new black-ink vistas 


Several trends spotted as 
first purchases are made 
for fall wardrobes, back-to- 
school. 


DENVER 


Opening of schools and return of 
older youth to colleges turned re- 
tail shoe busiress in the area into 
the gains column. August sales 
ended comparable to a year ago to 
a little higher, in some instances. 
Factors for the slowness were suc- 
cessful July sales when men and 
women stocked up on shoe ward- 
robes, a month of very hot weather, 
a decrease in tourist business, and 
consumer confusion over toes. 


Several trends were pointed up 
as women purchased shoes for fall 
wardrobes: Lower heels on dressy 
pumps, averaging out at about 
19/8s, increased interest in blues 
and black patents as all-season 
shoes, and the purchase of square, 
crescent or oval toes as extra pairs 
in wardrobes. Black polished 
leather is still No. 1, but truffle and 
magenta shades were selling well 
for early fall wear. Points were 
still volume-sellers in all price 
ranges. In high fashion, colored 
lustres also were in demand. Sev- 
eral retailers predicted this fall as 
the biggest reptile season in years. 
Tempo of selling in both high style 
salons and in women’s comfort shoe 
departments was accelerated by 
special trunk showings. 

Low-price shoe retailers admit- 
ted they are being hit by discount 
houses, particularly in the shops 
catering to career and college girl 
fashions. There was some interest 
in boot styles among girls going 
away to school. Volume back-to- 
school shoes included girls’ black 
and brown nylon velvet oxfords and 
loafers, brown leather loafers, 
black and white saddles, girls’ black 
nylon spats, girls’ red or black 
leather T-straps, nylon velvet 
straps with buckles, boys’ slipons in 
black smooth leather or brown with 
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black, boys’ three-tie black or 
brown grain leather oxfords, boys’ 
five-eyelet ties in brown scuff proof 
leather, and teens’ shoes in calf, 
black patent, or soft plush with flat 
or tiny stacked heels, some with 
ties. 


San Francisco: Totals up 
from 1961 retail figures 


Promotions of new fall styles and 
back-to-school merchandising com- 
bined to boost sales in San Fran- 
cisco to slightly better than a year 
ago. Totals for the year to date are 
also from one to five per cent above 
last year. 

School shoes this year are follow- 
ing the style trends of the adult 
models. For high school and college 
campus wear the new squared and 
oval toes are being featured as the 
“mosts” for those who are style- 
conscious. 

They come in black, olive green 
and tan shades. Also in colorful 


combos for those who like a touch 
of flare. And for the younger group 
color patch touches. One new 
squared toe number comes in scar- 
let, green, black or nutbrown calf 
with a black wool knit turtle-neck 
type collar, a crepe sole and stacked 
heel. 

For dress occasions there are me- 
dium high stacked and hour-glass 
heels, and narrow tapered lines. 

In the new fall women’s shoes 
the square or blunted toe models 
were at first a little slow in catch- 
ing on, but as more and more were 
being shown the customer response 
has been growing and they are now 
moving well. 

They are being displayed in all 
types of materials including suede, 
calf, lizard, patent, peau de soie and 
silk crepe. 

Customers have their choice of a 
wide variety of heel styles from 
medium or high stacked ones to 
stiletto, hour-glass mid-heels, walk- 
ing heels, or flats. 


Business up, down or all even (it depends) 


ST. LOUIS 


Fall pairage figures to date have 
been up about four per cent for 
children’s shoes, down five to seven 
per cent for women’s and about 
even for men’s. Dollar sales figures 
for area department stores have 
been reported as down some six per 
cent each week, but these figures 
include hard goods along with ap- 
parel and shoes. 

St. Louis shoe retailers say that 
their ’61 back-to-school business 
has been—and still is—strong. The 
wave of buying by older teens for 
campus wear tapered off by Sep- 
tember 1, but high school teens 
picked it up there. Suburban deal- 
ers comment rather regretfully 
that canvas tennis shoes don’t ap- 
pear to be losing popularity. White 
canvas still ranks ahead in volume 
over corduroy. 


BALTIMORE 


Business conditions in Baltimore 
are as varied as the number of 
stores. Some retailers—a small mi- 
nority—report “satisfactory” gains 
over last year. Many report sales 
equal to last year, and some retail- 
ers say things are grim. There are 
even varying reports within stores, 
with some departments ahead, some 
behind last year. 

The only noticeable pattern 
seems to be greater content among 
“prestige” operations and depart- 
ments. Budget departments and 
mass volume operations seem most 
hard hit. 

Back-to-school business has 
opened up on time successfully this 
year, a blessing in view of poor 
back-to-school sales last year, and 
this year’s slow spring. For teen 
girls, the Italian loafer is the out- 
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standing seller at many price lev- 
els. Italian tan and dark green are 
both strong. 

Patch saddles are moving well in 
some stores, mostly in smaller 
sizes. Plain saddles in dark blue 
and white are also moving well. 
White sneakers continue to be good 
sellers. 

College boys are buying scotch 
grain cordovans. In this group, the 
handsewn look is big, black-olive is 
important, and there’s a definite 
preference for heavier shoes. 

There’s little activity in men’s 
departments. Handsewn shoes pre- 
dominate in dress and _ regular 
styles. Brown-olive is slightly more 
preferred by men than the black- 
olive. 

In women’s departments, there’s 
a smattering of activity in fall 
merchandise. Some retailers report 
greatest interest is in basic black 
calf. Others find unusual styles in 
black-brown combinatons best so 
far. Activity is nil in suedes. Dark 
greens, browns, and wine reds are 
beginning to move a little. Heel 
heights are down—those retailers 
who previously sold mostly 23 and 
24/8s find 21/8s best; others find 
the switch from 21/8s down to 
18/8s. 


Twin Cities: Black calf 
draws fall interest 


Interest continued to center in 
black calf for fall. There was no 
doubt after a survey of local spe- 
cialty and department stores that 
black calf was the No. 1 seller. So 
far there has been little demand for 
black suede. No. 2 in popularity at 
most stores has been brown calf. 

Reptiles also have shared the 
spotlight at some stores with truffle 
(a honey beige), brown and black 
being the leading colors. Black fab- 
rics, dark multi-color fabrics and 
tapestries also have gotten some 
play, buyers report. Shantung, 
linen and raw silk in black and 
brown combinations also have sold 
fairly well. 

Double needle toes sold the best 
with one St. Paul buyer comment- 
ing that “triple needles are a thing 
of the past now.”’ Square toes have 
been selling well at most stores. 
One department manager pointed 
out that they have been an “addi- 


September 15, 1961 


tional” pair of shoes rather than 
taking away sales from the pointed 
toes. Interests in crescent toes was 
lacking, but expected to grow. 

Heel interest was greatest in the 
high 21/8 styles with mid heels 
continuing to grow in popularity. 
The department manager of a ma- 
jor Minneapolis department store 
said that an 18/8 hour glass heel 
with a wide flair at the bottom (by 
the lift) had moved well. 

One specialty store buyer re- 
marked that the “back-to-school” 


business had started later this year 
than last and only late in August 
was beginning to pick up mo- 
mentum, 

Flats appeared to be the best 
selling style in casual footwear. At 
one Minneapolis specialty store 
Italian casuals were especially ac- 
tive sellers. A St. Paul buyer de- 
clared that an 8/8 stacked heel cas- 
ual had been selling well. A Min- 
neapolis department store buyer 
said that he had done well with a 


14/8 stacked heel unlined casual 
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shoe. The tan shades were espe- 
cially good. 

As for colors, one Minneapolis 
buyer said that royalskins in wine- 
red and royal blue had gotten the 
nod of some customers. Green, 
which was predicted as a good 
color for fall, had failed so far to 
garner much enthusiasm. 

In men’s footwear back-to-school 
shoes accounted the major 
share of business in most stores. 
Slipons, both loafers and dressy 
types, sold well. The moc toe still 
was the best selling style in dress 
shoes in all price ranges. 


for 


Philadelphia: Spotlight 
focusing on children 


Children’s shoes are in the spot- 
light here as parents outfit their 
offspring with both dress and cas- 
ual shoes for school wear. 

Many retailers are pleased with 
the popularity of nylon-velvet for 
girls for school and for dress. Vel- 


vet ties are selling particularly 
well. Loafers and saddles are also 
popular. 

Among the junior high and high 
school set, sneakers are still the 
rage and some proprietors report 
they are still selling many more 
pairs of sneakers than leather 
shoes. 

Suburban areas report that 
young men will like the Italian 
styles in loafers as well as the con- 
ventional black and brown oxfords. 

In the city, women are buying 
color combinations in fall shoes. In 
the suburbs, retailers report sadly 
that women are still buying canvas 
shoes. Interest in fall shoes is due 
shortly, they add, hopefully. 


Chicago: Nylon velvets 
spurt to popularity 


Good back-to-school business 
helped bring the shoe business out 
of a lethargy. One example is the 
spurt in nylon velvets among young 


girls. 

Stores consider themselves lucky 
to hold their own in women’s high 
fashion lines. Despite heavy pro- 
motions, customers are still wary 
of squared toes. Instead, their 
preferences are for 18/8 toes and 
mid-heels. 

Not so with the tailored walking 
styles. The low 8/8 stacked heel is 
a strong favorite. One store finds a 
good response with nailhead spat- 
tered, stack-heeled pumps in toffee, 
which is used for afternoon or 
sports wear. Other tailored treat- 
ments being well received are scroll 
details or envelope flaps over 
vamps. Otter is the hottest fall 
color on State St. thus far. 

Chilly weather has brought a 
flurry of storm welt styles for men. 
A favorite is a blucher, either 
wing-tipped or plain. However, 
there is no diminution of buyers 
for that men’s classic—the high- 
tongued slipon with long seam 
stitching in front. 
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Pocket-size foot 
measuring stick 


New Cari-It-Stik pocket-size foot 
measuring stick can be carried on 
person of shoe fitter, eliminates 
time often wasted in looking for 
standard measuring stick. Light- 
weight, easy to use, can be opened 
quickly to measure both length and 
width of customer’s foot, then 
snapped back to pocket size. Sepa- 
rate gradations provide for men’s, 
women’s and children’s sizes. In- 
dividually packed in attractive car- 
ton, 36 to a shipping container. 
SOURCE: Mandus, Nelson and Co., 
564 W. Adams St., Chicago, Ill. 


NEW_ PRODUCTS «+ RETAIL 





Pre-trimmed heel 


New vinyl plastic Jetlite heel 
now available to shoe repair trade 
provides attractive pre-trimmed 
heel that can be applied quickly by 
automatic or hand nailing. 

Especially recommended for cas- 
ual shoes, flats and certain styles of 
children’s shoes, Jetlite offers an 
attractively styled 
pearance and tapered edge. Avail- 
able in both black and _ brown. 
SOURCE: Goodyear Tire & Rub- 
ber Co., Akron, Ohio. 


Xmas snow kit 

Sno-Flok kit for in-store use pro- 
vides fast, easy method of flocking 
trees, wreaths, boughs, windows, 
counters, walls, etc., with lifelike 
Christmas snow. Each individual 
kit, priced at $24.95, contains mod- 
ern Troy blower unit, General 
Mills Sno-Flok gun, refillable bag 
and two pound bag of white Sno- 
Flok. For $5.98, unit easily con- 
verts to a portable vacuum for 


“stacked” ap- 


cleaning counters, windows, blinds, 
radiators and hard-to-reach places. 
SOURCE: Troy Industries, 139 
Marbledale Rd., Tuckahoe, N. Y. 


Boudoir shoehorns 


This plexiglas boudoir shoehorn 
is shaped like a shoe. It is de- 
scribed as “as feminine as her crys- 
tal perfume atomizer.” The shoe- 
horn is 7 in. long, 134 in. wide, 
3 in. high. Individually packed in 
transparent boxes and available in 
crystal-clear, pink or blue. Plain 
shoehorns, $13.50 per dozen; with 
rhinestones, $18 per dozen. 
SOURCE: Louis Halpern, 550 
Fifth Ave., New York, N. Y. 
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Fairy Forms 





PEOPLE IN ACTION 





NRSA DIRECTOR: A newcomer 
to the National Shoe Retailers 
Assn. board of directors is Cal 
E. Yeager, of Propst-Childress 
Shoe Co., Inc., Roanoke, Va. He 
fills the one-year unexpired term 
of the late Keeve Pass, of Rich’s, 
Atlanta. 

e “ o 

FREQUENT TRAVELER: Ed- 
ward Rayne of 
H. & M. Rayne, 

Ltd., London, 
who last month 
assumed control 
of the new 
Rayne - Delman 
Co., plans to 
travel between 
New York and 
London about 
eight times a 
year. His first EDWARD RAYNE 
trip in August was to supervise 
the management of the Delman 
Retail Salons. 
- - 7 

CONVALESCING: Barket A. 
Haddad, vice-president of the 
Haddad Shoe Co., Lancaster, Pa., 
is convalescing at his Lancaster 
home after an operation. 

. o o 

ACQUIRES PLACEMENT 
AGENCY: Harold J. Browne, 
formerly a style, production and 
pattern man for Johansen Bros. 
Shoe Co., St. Louis, has acquired 
the files and records of a place- 
ment agency for shoe factory 
workers previously operated by 
the late Pat Henry. Headquarters 
of Browne’s employment consult- 
ant agency will be at his home in 


suburban Webster Groves, Mo. 
The agency will continue to con- 
centrate on shoe production peo- 
ple, particularly superintendents 


and foremen. 
. e 


FATHER OF THE BRIDE: Sey- 
mour C. Fabrick, president of 
Vogue Shoes, Inc., Los Angeles, 
and Mrs. Fabrick announced the 
recent marriage of their daughter, 
Carolyn, to Richard Leonard Ryn- 
veld of Bel Air, Calif. The newly- 
weds are students at the Univer- 
sity of California at Los Angeles. 

EXTRA-CURRICULAR: Bertram 
B. Lustig, chairman of the board 
of Lustig’s, Inc., Youngstown, O., 
shoe chain, has been appointed to 
the Mahoning County Welfare Ad- 
visory Board. He has long been 
active in civic affairs ... Tom 
Green of Tom Green Shoes and 
William Schwarz of Barker’s Shoes 
have been named directors of the 
Downtown Business Assn. of Lan- 
sing, Mich. 

. -_ e 

FUND - RAIS- 
ER: Chairman of 
the shoes division 
for the Greater ® 
New York USO’s 
1961 drive will 
be Sanford  T. 
Sacks, president 
of I. Miller & 
Sons Co. The 
USO seeks money 
to expand its 
program at home 
and abroad. It depends entirely on 


SANFORD T. SACKS 


GRADUATES: Philip B. Chap- 
man, merchandising manager, and 
Malcolm S. Jones, comptroller of 
Dunham’s, Brattleboro, Vt., grad- 
uated recently from the Graduate 
School of Credit and Financial 
Management at Dartmouth Col- 
lege. The executive development 
course, conducted two weeks a 
year for three years, is a program 
of the Credit Research Founda- 
tion, Inc., educational and _ re- 
search division of the National 
Assn. of Credit Management. 

e . a 


In allied fields .. . 


PROUD GRANDDAD: The gov- 
ernment’s top leather man, J. G. 
Schnitzer, is beaming over the 
arrival of his first grandson. Eric 
James Schnitzer was born July 26 
in Yuma, Ariz., where his father 
is manager of household appli- 
ances for Sears, Roebuck. Grand- 
father Schnitzer, who directs the 
Leather, Shoes and Allied Pro- 
ducts division in the U. S. Com- 
merce Department, explains, “This 
is my third time as a grandfather, 
but this is my first grandson.” 


HONORED: Dr. Wallace Win- 
dus, an authority in the field of 
leather processing and a U. S. 
Department of Agriculture chem- 
ist, is the 1961 winner of the 
Alsop Award, highest award of 
the American Leather Chemists 
Assn. He received a gold wrist- 
watch at a Washington, D. C., ban- 
quet. Dr. Windus heads processing 
investigations at the Hides and 
Leather Laboratory of the Agricul- 
tural Research Service’s Eastern 
Utilization Research and Develop- 
ment division in Wyndmoor, Pa. 
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DEATHS 





Andrew Geller, founder 


of high-fashion concern 


Andrew Geller, 80, founder of 
the largest independent shoe man- 
ufacturing company in the United 
States, Andrew Geller Shoes, died 
Aug. 24 in New York. He had been 
in ill health for 
the past year. 

He started as 
a shoe retailer in 
1903 with a store 
on the east side 
of Manhattan. In 
1918 he began to 
manufacture 
shoes. By the 
1920s he had nine 
family-type shoe 
stores in New 
York and was a large user of 
Florsheim shoes. Today his firm 
operates and owns only one shoe 
store, on 57th Street, in New York. 

Headquartered in Brooklyn, the 
company operates four factories 
in this country and one in Flor- 
ence, Italy. It manufactures wom- 
en’s high-fashion shoes, which are 
sold in department and specialty 
stores throughout the country, 
and in independently owned stores 
in Chicago, San Francisco, Miami 
Beach and Palm Beach. 

Geller was active in the busi- 
ness even during the last year. He 
served as chairman of the board. 


ANDREW GELLER 


James G. Muir, sales 
executive of Wolverine 


James G, Muir, 64, vice-president 
in charge of sales for Wolverine 
Shoe & Tanning Corp., Rockford, 
Mich., died Aug. 
19 of a heart at- 
tack. Minutes 
earlier, he had 
given the opening 
talk at a general 
sales meeting. 

Mr. Muir was 
recognized as the 
guiding force be- 
hind Wolverne’s 
famed Hush Pup- 
pies casual line. 
He joined the company while in 
high school and returned to it after 
Army service in World War I. 


JAMES G. MUIR 
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After sales work in Indiana and 
Iowa, he was named field sales man- 
ager in 1924. Nine years later he 
became general sales manager. He 
was appointed VP for sales in 1951. 


DON HEISTEN, 56, vice-presi- 
dent in charge of production for 
Juvenile Shoe Corp. of America; 
Aug. 19, in Aurora, Mo., after a 
heart attack. 


CHARLES H. GINGRICH, 65, 
secretary and controller of W. L. 
Kreider’s Sons Mfg. Co., Inc., Pal- 


myra, Pa.; recently, in a Johnson 
City, N. Y., hospital after being 
stricken with a heart attack while 
enroute to Canada on vacation. He 
was with with the company 32 
years. 


ALBERT LEOPOLD, 87, oldest 
shoe merchant in Mahoning 
County, O.; Aug. 3, in Youngstown, 
of a heart attack. He had owned 
and operated the Leopold Shoe 
Stores in Warren, Niles and Ashta- 
bula, O., and formerly in Youngs- 
town and Struthers, O. 
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NEWS AND TRENDS FROM THE MANUFACTURING AND ALLIED FIELDS 


Import probe told of eroded 
production and retail sales 


A House subcommittee 
heard spokesmen for labor 
and management warn of 
rising imports and call 
for annual quotas. Their 
chance for success: poor. 


By GEORGE H. BAKER 


A grim story of closed shoe 
factories, laid-off workers, and lost 
retail sales was unfolded before a 
House investigating subcommittee 
in Washington. 

The subcommittee, headed by 
Rep. John H. Dent (Dem., Pa.), 
is looking into the effect of im- 
ports on U.S. workers. Nearly all 
of the testimony presented to it 
over many days shows that im- 
ports of shoes and other products 
have seriously eroded U. S. em- 
ployment, production and _ sales. 
Only a small minority of the wit- 
nesses defended imports. 


Unions ask quotas—Top officials 
of the AFL-CIO, who have for 
years urged a continuing lowering 
of tariffs, were conspicuous by 
their absence at the Dent hear- 
ings. But a long procession of 
officials of individual unions, in- 
cluding both the major shoe un- 
ions, denounced low tariffs and 
called upon the Congress for a 
new law that would set annual 
quotas on imports of shoes. 

Spokesmen for unions as well as 
for management called attention 
to recent increases in imports of 
leather footwear from Japan. They 
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warned that Japanese manufac- 
turers are evidently planning a 
large-scale invasion of the U. S. 
leather footwear market in the 
months ahead. They reminded the 
Congress that about half of the 
U. S. rubber footwear market has 
been taken over by foreign pro- 
ducers, and called for quick pas- 
sage of a law to prevent a similar 
takeover of the U. S. leather foot- 
wear market. 


No new law likely—What will 


be the result? The blunt truth is 
that no new law that either imposes 
quotas or tinkers with tariff rates 
is likely to be approved this year. 
President Kennedy is dead-set 
against any moves that might in- 
hibit his plans for the continued 
lowering of tariffs, and no quotas. 
He is making it clear that he will 
veto any such bill that reaches his 
desk. 

Confronted with this unfriendly 
attitude, Senate and House lead- 
ers are naturally reluctant to go 
through the unrewarding motions 
of trying to legislate relief for the 
footwear and other hard-pressed 
industries. However, Chairman 
Dent, having shown political cour- 
age in conducting his investiga- 
tion of imports in the face of 
White House opposition, intends 
to keep pressing his fight. 


Rep. John H. Dent (Dem., Pa.), chairman of a House Labor subcommittee studying the 
impact of imports on U. S. business and labor (center), looks over an inexpensive imported 
Japanese work shoe presented as evidence of the damaging competition U. S. manufac- 
turers are suffering from imports. Explaining the problem are George Fecteau (left), presi- 
dent, United Shoe Workers Union, AFL-CIO, and Iver M. Olson, director of marketing, 


National Shoe Manufacturers Assn. 
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What witnesses said—Here are 
highlights from the testimony of 
the major shoe witnesses appear- 
ing before the Dent subcommittee 
late last month: 

© Iver M. Olson, director of 
marketing, National Shoe Manu- 
facturers Assn.: Our stand is “live 
and let live.’ But we must take 
steps to slow imports so as to ease 
the impact on the U. S. footwear 
industry. A program of voluntary 
quotas, as called for in the bill 
sponsored by Sen. Muskie (Dem., 
Me.) and others, would solve the 
problem. 

® George Fecteau, president, 
United Shoe Workers of America, 
AFL-CIO: Quotas on imports are 
essential, and the time for action 
is now. The plan (offered by 
President Kennedy) to continue 
lowering tariffs and to transfer 
workers to other industries is “ut- 
terly ridiculous.” Workers thus 
forced out of work would only end 
up as night watchmen or on re- 
lief. 

® William M. Scanlan, Boot and 
Shoe Workers’ Union, AFL-CIO: 
Every 2,760 pairs of foreign-made 
shoes sold in the U. S. mean that 
one shoe worker, with his 4.5 de- 
pendents, has lost employment for 
one year. Unless imports are 
checked, in 12 years the entire 
American shoe industry will either 
be operating overseas with native 
labor or it will be out of business. 

eC. P. McFadden, footwear 
division, Rubber Manufacturers’ 
Assn.: Government figures reveal 
two startling facts: (1) Imports, 
in pairs, are almost to the level 
of estimated domestic production; 
(2) Almost as many workers are 
employed abroad making rubber 
footwear for the American market 
as are employed by the domestic 
industry. 

e Irving R. Glass, executive 
vice-president, Tanners’ Council 
of America: Foreign merchandise 
is supplanting U. S. production. 
Unless this trend is stopped and 
reversed, U. S. output of leather 
and leather products will continue 
to shrink; employment in these in- 
dustries will diminish; the skills 
and the capital investment which 
are vital to many small commun- 
ities in the country will disappear. 
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Sport Specialty explains offer to sell out: 
Sales are good but return is inadequate 


A going company is for sale 
in St. Louis. Officers of Sport 
Specialty Shoemakers, Inc., for 
many years a_ successful pro- 
ducer of women’s and children’s 
sport footwear, announced to the 
trade in late August that its board 
of directors was seeking a buyer 
for the firm. 

Asking price was not disclosed. 
Stock in the company is closely 
held. 

It is understood that if a pur- 
chaser is not found, assets of the 
company will be liquidated be- 
tween now and the end of the 
year. If this comes about, Sport 
Specialty will be the second St. 
Louis shoe producer to bow out 
this year. Heydays Shoes, Inc., 
ceased operations last May. 


Maintains two plants — Roy 
Ward is chairman of the board of 
SSS, with these officers: Carl La- 
Rue, Jr., president; William Ward, 
executive vice-president; Bert 
Bishop, vice-president, and Etric 
Castleman, vice-president in 
charge of production. 

The company maintains offices 
in the Shell Building, St. Louis. 
Its two factories are located at 
Chaffee, Mo., a town of approxi- 
mately 3,000 population, into 
which Sport Specialty has poured 
a payroll of some $1.5 million an- 
nually. They make women’s and 


7-mo. output falls behind 


Footwear production for the 
seven months ended July 31 totaled 
346.4 million pairs, some 9 million 
pairs short of the comparable 1960 
output. 

The Tanners’ Council of Amer- 
ica, which analyzed the comparative 
figures, said the bulk of the decline 
has been in slippers, with misses’ 
shoes showing the second biggest 
drop. 

Preliminary estimates, however, 
called for increased production in 


children’s welts, Littleways, ce- 


ments and boots. 


“Inadequate return’”—To alert 
the trade to the situation, a letter 
went out to customers of the firm. 
It said in part: 

“The board of directors has 
concluded that although sales are 
currently good (we have orders 
for over 100,000 pairs still uncut 
and are producing 7,000 pairs per 
day), prices at which we have 
been selling to many of our cus- 
tomers did not result in an ade- 
quate return on invested capital. 

“The board believes that the in- 
terests of its stockholders will be 
better served by the company be- 
coming an investment company. 
Accordingly, the board has rec- 
ommended to the stockholders 
that as promptly as practicable, 
the company discontinue manu- 
facturing and selling footwear. 
The stockholders of the company 
will consider and vote upon this 
recommendation at a_ stockhold- 
ers’ meeting to be held shortly.” 


Orders will be filled—‘“All or- 
ders from customers which have 
been accepted and acknowledged 
by this date will be filled. So long 
as the company remains in pro- 
duction, we will accept orders re- 
ceived hereafter at our regular 
prices provided we have the ma- 
terials on hand.” 


1960 by 9 million pairs 


August—possibly in excess of the 
August 1960 level. 

For July, production amounted 
to 42.1 million pairs, a decrease of 
3.5 per cent from the 43.6 million 
pairs of July 1960. Men’s dress 
and playshoe output was down 8 
per cent to 4.9 million pairs. Wom- 
en’s dress and work shoe produc- 
tion of 13.8 million pairs also 
showed an 8 per cent drop. Output 
of all other footwear was _ un- 
changed. 
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10-40% production cost savings via MTM 


‘‘Methods Time Measurement”’ is a concept relatively 
untried among shoe producers. Trimfoot Co., Farm- 
ington, Mo., recently set up a three-week course for 
its personnel, with favorable results. 


By VIRGINIA S. MARSHALL 


A smoker who reaches into his 
pocket for his cigarette case lifts 
the lid, takes a cigarette, replaces 
the case lid, replaces case in pocket, 
reaches into another pocket for 
matches, opens clip, removes match, 
closes clip, strikes match, lights 
cigarette, disposes of match, re- 
places matches in pocket — and 
puffs. Add it up and you find a lot 
of waste motion. 

Translated to the shoe industry, 
this exaggerated example is the 
kind of thing The Trimfoot Co., 
maker of Baby Deer shoes for in- 
fants and toddlers, plans to avoid 
through “MTM.” 

According to David Ward, ex- 
ecutive vice-president of Trimfoot, 


Participants in Trimfoot Co.'s three-week Methods Time Measurement course included (left 


MTM — Methods Time Measure- 
ment—is a procedure which ana- 
lyzes any manual operation or 
method into the basic motion re- 
quired to perform it—and assigns 
to each motion a _ predetermined 
time standard which is decided by 
the nature of the motion and the 
condition under which it is made. 


Three weeks’ instruction 

To train personnel to become 
“Motion Economy”-conscious, Trim- 
foot set up a three-week course of 
intensified study in the MTM field. 
(It’s a relatively untried realm to 
most shoe manufacturers. Queries 
uncovered the fact that probably 
only Trimfoot and Genesco, Inc., 
use it.) Serge A. Birn Co., Inc., 


to right) J. B. Reinhart, Sr., chairman of the board, Trimfoot Co.; Mrs. Louise Cottom, 
operator trainer; Victor Osher, lasting and packing room superintendent; Robert Wilton, 
St. Louis representative of Boot and Shoe Workers’ Union; Norbert Comte, fitting room 


superintendent: Serge A. Birn, Serge A. Birn Co.; Edward O'Neal, Jr., manager, infants’ wear 


department; Dorcey Evans, cost and incentive standards engineer; Jack Mara, general 


president, Boot and Shoe Workers’ Union; David E. Ward, executive vice-president, Trim- 
foot Co.; Quentin DeLassus, operator trainer; Joe Esselman, regional director, Boot and 


Shoe Workers’ Union, and R. A. Garesche, planning department. 
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management consultants, 1049 
Bardstown Rd., Louisville, Ky., 
professional member of the MTM 
Assn. for Standards and Research, 
conducted the 105-hour training 
course at Trimfoot’s Farmington, 
Mo., factory. 

Here are the reasons why Trim- 
foot set up the school: 

@ To aid operators in improving 
their efficiency and earning more 
money. 

@ To expand the basis for piece- 
work by use of MTM on all pro- 
duction operations. 

@ To be able to more thoroughly 
process the new products, to make 
Trimfoot shoes a better value, and 
to remain competitive. 

@ To make added improvements 
in plant layout, methods and use 
of tools and equipment. 

@ To train supervision to aid in 
the above goals. 

Attendance was limited to six 
persons. A classroom was set up 
with work tables and blackboard. 
Special training kits were provided 
by the consulting firm for student 
use. Students were given a thor- 
ough background in motions made 
by the human body; analysis and 
classification of these motions; 
MTM systems of motion classifica- 
tion; motion studies; motion 
classes and predetermined times 
for each. 


What was accomplished? 


What did the students get out 
of this that applies to actual shoe 
production? MTM can be used by 
a shoe factory to set up time stand- 
ards for all manual motion opera- 
tions—production, shipping, office 
and maintenance. This can be set 
up either on incentive programs or 
on daywork plans. The best way, 
it was stressed, is to prepare MTM 
standard data for this work. 

MTM can be used to set up time 
standards in advance of production 
by visualization, thus making pos- 
sible a streamlining of operations 
at the outset. MTM can be used to 
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determine labor savings through 
methods improvement, plant lay- 
out, and tool design and modifica- 
tion. MTM can also be used to set- 
tle grievances in time standard dis- 
putes. In the field of training, 
MTM can be used to teach opera- 
tors to follow the best method and 
to train foremen and supervisors 
to become “Motion Economy”-con- 
scious. 

The return on the company’s in- 
vestment in MTM can be many- 
fold, Ward pointed out. Cost re- 
ductions in the areas mentioned 
above have amounted to 10 to 40 
per cent. On a sizeable group of 
operations this can be a “signifi- 
cant dollar savings,” Ward noted. 


Cost of the training 


What does MTM training cost? 
It depends on where the compul- 
sory 105-hour course is_ taken. 
There are two ways: 

1. Attend a “public” course given 
at regular intervals by manage- 
ment consultants who are members 
of the MTM Assn. Cost: $445 per 
student plus living expenses while 
attending school. 

2. Have a staff member of the 
consulting firm come to your facili- 
ty and present the course to a group 
of selected persons. Cost: just under 
$3000 plus travel and living ex- 
penses for the consultant. As many 
as 15 students can be taught at 
once, thus reducing the cost per 
student. 

Each student must pass a writ- 
ten exam prepared and graded by 
the MTM Assn. Each graduate 
should be under close supervision 
for a period of several weeks, in 
order to be able to use the tool ac- 
curately and speedily. 

Trimfoot’s “students” included a 
representative from the Boot and 
Shoe Workers’ Union, Robert Wil- 
ton. Said David Ward: “His [Mr. 
Wilton’s] attendance made the 
class more interesting for all. It’s 
highly recommended that we have 
union participation since under- 
standing of MTM and its applica- 
tion can bring about better under- 
standing and harmony in the 
union-management relationship.” 

MTM Assn. headquarters are at 
216 S. State St., Ann Arbor, Mich. 
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What Trimfoot personnel say about MTM 


to recognize lost motions and 
bad methods more readily, and 
gives him a scientific method of 
approach to improving known 
methods and to set up the best 
method on new operations.” 
(Norbert Comte, lasting-packing 
room supt.) 


“MTM allows us to analyze 
operations, eliminating motions 
that are unnecessary to do an 
operation, which gives us better 
quality work and automatically 
increases production with less 
fatigue.”” (Dorcey Evans, fitting 
room supt.) 


“From the MTM schooling, | 
can see more clearly the time 
saved by first working out the 
best method and then arranging 
the workplace so the job can be 
done with the shortest length mo- 
tions, thus producing more work 
and with better quality.”” (Louise 
Cottom, trainer of operators) 


“By using the knowledge ac- 
quired through study of MTM, 
we have helped a number of em- 
ployees increase their productiv- 
ity, thus earning more money. 
With the use of MTM methods, 
we have rearranged some of our 
production lines, which will give 
us a more uniform flow of work 
and a better chance of meeting 
our production schedule.” (Victor 
Osher, in charge of operator 
training) 


“From the Methods Time 
Measurement course | gained a 
better understanding of work 
measurement and its effects in 
industry. | learned to observe 
motions and motion patterns 
more closely.’”’ (Quentin DeLas- 
sus, trainer of operators) 


“The Methods Time Measure- 
ment Course creates more alert- 
ness (or ability) in the individual 














HORWEEN 
shel! 
cordovan 


WORLD’S FINEST 


Out of the commonplace among 
leathers into the realm of 
unexcelled quality and beauty... 
THAT'S “HORWEEN 
CORDOVAN.” Specified by 
leading manufacturers and retailers 
for soft “feel” and long wearing 
comfort . . . specify HORWEEN 
and be SURE. 


Horween side leathers enjoy an 
outstanding reputation for 
dependability, too. 


HORWEEN LEATHER COMPANY 


2015 ELSTON AVENUE CHICAGO 14, ILLINOIS 
NEW YORK 38: HERMANN Loewenstem, INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 











Fibrit is the new, lightweight sole by Biltrite that looks like a dream, is light as a feather, wears like iron. 


Here is a most sensible sole, stylish and strong, that flexes 
free and easy and boasts a unique natural fibrous appear- 


ance that women look for and men admire. 


Friend to fashion, flexible Fibrit conforms gracefully 
and gently to women’s full-breasted, high-heeled shoes. 
This wonderful soling is perfect, too, for men’s and chil- 


dren’s shoes and has an edge that finishes neat and clean. 


Fibrit, the lightweight workable sole, can be attached by 
stitching or cementing. Available now in uniform quality sheets, oak and black, in a variety of thicknesses. 





HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 5O, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 





,. OFCUMNES. new life 
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as an insulator, as a lining .. . as the perfect material to 
combine with all types of footwear uppers — 
summer or winter. 


That’s why Scott Footwear Foam is so far 
superior to any foam product ever 
used in footwear. 


You see, conventional foam has shiny crystal-like 
membranes covering air cells. Only microporous Scott 
Footwear Foam, with exclusive open-pore- 
construction, laminated to the upper provides 
no-obstruction-porosity and breathability . . . 

allows perspiration to evaporate. 


And it’s the most functional foam available 
to the footwear field. Its extreme lightness 
adds a new dimension in softness to 
naturally soft, delicate upper leathers, 
while keeping these shoes in 

permanent lasted shape! Yet, 

these same exceptional product 

features make Scott Footwear 

Foam a remarkable insulating 

material .. . keeps shoes warm 

in winter, cool in summer, one 

of the many already-proved- 

successful applications. 


MR. RETAILER: Why not join many 

of the nation’s leading department stores 

who will be selling DOBIES CRAZY CREEPERS and other 
footwear featuring Scott Footwear Foam this season. 


MR. MANUFACTURER: SCOTT FOOTWEAR FOAM'S 
tremendous versatility means that there is an exclusive 
application for your shoes too. Call or write to us today. 
Let’s find out! 


worldwide distributor: 


1) HILLIPS-PREMIER CORPORATION 


NATIONAL DISTRIBUTORS FOR PROMINENT MANUFACTURERS 





Here are two new 

DOBIES CRAZY CREEPERS 
winter sneakers... 

insulated with sueded Scott 
Footwear Foam, an exclusive 
application of Scott Footwear 
Foam developed by Endicott- 
Johnson and available only in 
DOBIES CRAZY CREEPERS. Seen 
by 24,000,000 teenagers on 
their favorite weekly television 
show, the DOBIE GILLIS 
show, you can see DOBIES 
CRAZY CREEPERS too, at the 
Miami Show, FONTAINBLEAU 
HOTEL, Room 706. 


DOBIES© CRAZY 
CREEPERS Division of 
Endicott-Johnson 
Corporation 


Scott Footwear Foam is 
@ trademark of the 
Scott Paper Company. 
Patent Pending 


186 SOUTH STREET. BOSTON 11. MASSACHUSETTS e SUBSIDIARY OF ALLIED KiD COMPANY 
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YOU CAN MAKE A BETTER- “SELLING FARM SHOE 
with VUL-CORK 


. America’s most versatile soling! 


...80 light ...so flexible.. 


you can roll it up... right in the palm of your a 


VUL-CORK SOLE DIVISION CAMBRIDGE RUBBER CO., TANEYTOWN, MARYLAND 


. so resilient, 








International Shoe Factory Conference to be repeated in May 1962 


Plans are now under way for 
the second International Shoe 
Factory Management Conference 
(officially the Conference Demon- 
stration des Techniques de la 
Chaussure). It will again be held 
in Lyon, France, in May 1962. The 
first Conference was held in May 
of this year. 

The European Conference has 
been patterned after the North 
American Factory Management 
Conference held annually in Cin- 
cinnati, which has now reached 
such stature as to attract world- 
wide attention. 


The CDTC was finally launched 
last year by the publishers of the 
French shoe industry publication, 
“Technique-Chaussure,” which is 
circulated throughout Europe. 


Just like Cincinnati—Some 500 
delegates attended from Belgium, 
France, England, Spain, Germany, 
Italy, the Netherlands, Canada and 
the United States. The meetings 
followed the Cincinnati pattern, 
with leading factory executives 
serving as group leaders and pre- 


At first International Shoe Factory Man- 
agement Conference last May, delegates 
included (left to right) A. J. Gurney, 
Phillips & Son, Ltd., of England; Charles 
Riu, Trendsetter Footwear Corp., and Wally 
West, Red Wing Shoe Co. 

senting special papers, or moder- 
ating group discussions on shoe- 
making problems. 

Translations in French and 
English were given simultaneously 
by earphones. Plans for the 1962 
Conference call for an extension 
of. the translations into German 
and Italian. 

Among the subjects treated at 
the first Conference at Lyon were: 


insole preparation, lasting, cement 
sole attaching, finishing, vulcaniz- 
ing and injection molding. The 
three-day Conference included a 
visit to the famous Lyon Research 
Institute for the Shoe and Leather 
Industries. 


Exhibits to be added—No ma- 
chinery or product exhibits were 
included in the program for 1961, 
but they will definitely be included 
for the 1962 Conference. 

Unlike Cincinnati, where the 
technical sessions are classified by 
men’s, women’s and children’s 
shoes, the Lyon meetings are or- 
ganized by subjects. Two or three 
different meetings, each with its 
own subject, are in progress si- 
multaneously, and delegates have 
a choice. 

Also contrary to Cincinnati 
practice, the Lyon Conference per- 
mits the attendance and participa- 
tion of suppliers. It was felt that 
the suppliers, with their special- 
ized knowledge in various areas, 
contributed substantially to the 
forum discussions. 








* Natural Shine 


1525 West Homer St. ° 





* Natural Scuff Resistance 


All add to the longer wearing qualities of HUCH CORDOVAN 
THE HUCH LEATHER CO. 


TANNERY AND MAIN OFFICE 


HUCH'S GENUINE SHELL CORDOVAN 


imitated but never duplicated 


* Natural Water Resistance 


Chicago, Ill. 


CALIFORNIA: A. 
Pasadena, and 237 Eighth St., 
Barnes, Inc., 93 South 
333, Madison; MILWAUKEE: 
HAVANA, CUBA: Harry Bloch, 359 Amargura; FAR EAST: Liebman 
& Cumming, 718 Mission St., San Francisco, Calif. 


“81 YEARS A CORDOVAN TANNER” 


J. & J. R. Cook Co., 605 Mission St., South 


AGENTS: 


San Francisco; BOSTON: Kaye & 
t.; NEW JERSEY: George Martin, P. O. Box 
Don E. Jones, 4410 N. Murray Ave.; 
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Overcome cost handicap through quality, 
Fabrick tells California manufacturers 


Quality is the great silent shoe 
salesman, and the manufacturer 
who compromises with quality re- 
stricts himself in building a suc- 
cessful and profitable business. 
Such is the opinion of Seymour C. 
Fabrick, president of Vogue 
Shoes, Inc., Los Angeles, one of 
the West Coast’s most important 
footwear manufacturers. 

Speaking informally at a recent 
meeting of the Shoe Executives’ 
Assn. of Southern California, in 
his home city, Fabrick pointed out 
that West Coast manufacturers, 
in meeting the competition of 
long-established eastern and mid- 
western factories, are faced with 
higher labor costs and greater 
freight rates for basic materials. 
Therefore they must utilize imagi- 
nation and work doubly hard to 
make a product so superior that 


it will inspire confidence and en- 
thusiasm in the retailer. 


Aim at the top—‘“Our shoes 
should be so high in quality, 
workmanship and improvement 
that the salesman’s job of selling 
them is made easier,” Fabrick 
said. 

Turning to local labor costs, he 
contended that because such costs 
are greater in the West than in 
other parts of the country, west- 
ern shoe manufacturers have a 
right to demand the best efforts of 
their factory employees. 

“A manufacturer cannot afford 
to have even one inferior worker, 
for he or she can do untold harm 
to his business,” Fabrick said. 
“The manufacturer should insti- 
tute an educational program 
among his employees to make 
them aware of their responsibili- 
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CHILDREN'S SHOES 


Leather Breathes . .? 
Leather Insulates . . . 
Leather is Comfortabl 
Leather is the best , 
insole material to usé 
the shoes of active, _ 
growing children! © 
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ties, and to impress upon them 
that their own security rests in 
the success of their employer, for 
if their factory does not prosper, 
their jobs will suffer.” 


The world market — Fabrick 
struck a note of optimism in com- 
menting on world events and their 
relation to industry. 

“It is true that the raw mate- 
rials market, especially in hides, 
has skyrocketed because of Euro- 
pean buying,” he said. “But the 
present Administration is aware 
of these conditions, and American 
manufacturers can hope for a 
ceiling on hides in the world mar- 
ket. Although the market is still 
high, I think we have come 
through the worst of it.” 

Speaking of the import situa- 
tion, Fabrick said: “It is my opin- 
ion that Italian shoe imports, 
which nearly wrecked our busi- 
ness, are on the wane. ... They 
have become cheaper and within 
the reach of any woman’s purse. 
This decline in “exclusivity” and 
snob appeal, and the fact that 
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Behind every Bontex product are 
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BOSTON 11, MASSACHUSETTS 


BONDED FIBERS, Inc. 


Better shoes through 
better shoe materials 


highest standards in the shoe industry 
today. Result: A constant flow of new 
and improved innersole materials for 
\ | every process in every price range. 
| That’s why more and more shoe 
men—both here and abroad—are 
specifying Bontex for the shoes 
they make or sell. 


Bontex’ 


BUENA VISTA, VIRGINIA 
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Today’s most wanted soft crushed leather .. . Kiddy Kat, for women’s 
glove-soft casuals with that sought after shrunken crushed look. Soft to the touch and subtle to the eye, 
Kiddy Kat is made in all the right fashion colors — one of the many new wonderful leathers by Irving. 
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Irving Tanning C pany 134-140 Beach Street, Bostoneis Massachusetts 
EXPORT DEPARTMENT: 60 SOUTH ST., BOSTON 11, MASSACHUSETTS ’ 
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European labor costs have been 
on a steady rise for the past 10 
years, react in favor of American 
manufacturers.” 


Schmidt retires, Dolezal 
named Bata president 


After more than 40 years’ asso- 
ciation with the Bata organization 
in various parts of the world, Vic- 
tor E. Schmidt has retired as presi- 


dent of Bata Shoe Co., Inc., Bel- 
camp, Md. He will continue as a 
director and will maintain other 
links with Bata interests. 

Elected to succeed him as presi- 
dent was 47-year-old Augustin 
Dolezal, a veteran of 30 years with 
the organization. For the last 21 
years he has held executive posts 
of increasing responsibilities. 

Thomas Bata, board chairman, 
announced the change. 





LESS TIME 
at the Fitting Stool... 


Satisfied Customers 


MERLIN 


(TM) 
way! 


Yes ... thanks to an inspired soling 


process 


hat molds a sole and heel 


unit directly to an exact last... 


you can now sell 


shoes that 


REALLY FIT! 


The new MERLIN Direct Pressure 
Molding process is such an im- 
provement over all other methods 
of vulcanizing that today’s finest 
looking, fitting and wearing foot- 
wear is made by this method. 


As actual reproductions of exact 
lasts, MERLIN-made shoes retain 
shape better. They also wear longer, 
seal out moisture far more effec- 


tively. Extra flexible . . 


. or sturdy 
. to suit shoe types. 


SAVE FITTING TIME .. . PLEASE CUSTOMERS! 


Get ali the FACTS 
on the MERLIN Process . . . TODAY! 


Write for FREE booklet: 
“How to SELL More and Better Shoes 
the MERLIN way” 


C.1.C. MACHINERY, INC. 


610 Atlantic Avenue 


U.S. Distributors of Articor Leatherboard 
Boston, Mass. 
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Copeland joins Genesco 


Herbert Copeland, formerly vice- 
president and general sales man- 
ager of all divisions of A. Sandler 
Co., Boston, has joined Genesco, 
Inc., Nashville, Tenn. He will be 
vice-president and managing direc- 
tor of the new Majestic division, 
consisting of Glendale Shoe Co., 
Valentine Shoe Co. and Bellwood 
Shoemakers. 

Glendale markets the Fortunet 
and Cover Girl brands. Valentine 
sells under the Valentine label, and 
Bellwood distributes Vogue brand 
shoes. 


Empire picks sales head 


Abe Epstein, formerly an inde- 
pendent sales representative carry- 
ing a line for Empire Shoe Manu- 
facturing Co., Elizabethtown, Pa., 
has joined Empire as sales man- 
ager. 

The company also announced 
that Alexander Gordon and Wil- 
liam M. Gordon have withdrawn 
from their association with Em- 
pire as a result of the ill health of 
Alexander Gordon. Now, Milton 
Jablon, Milton Goldstein and Thel- 
ma Goldstein are the sole partners. 


3,500 Maine workers 
receive wage increases 


During August some 3,500 Maine 
shoe workers realized pay hikes 
ranging from 5¢ to 8¢ an hour, and 
in some cases an added paid holi- 
day. 

Approximately 300 employees of 
Sanford Shoe Co., members of Lo- 
cal 254, United Shoe Workers 
of America (AFL-CIO), were 
awarded an 8¢ increase as the re- 
sult of an arbitration decision. The 
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“No! | don’t want a “just as good” imitation stacked heel! 
| want shoes with genuine stacked heels 


... Spectro Stacked Heels!”’ 
































Why lose out by accepting an “also-ran” imitation? Authen- 
tic Stacked Heels mean Spectro Leather Fibre Heels .. . 
Spectro Stacked Heels in hundreds of eye-catching shapes 
mean easier-to-sell shoes. 


Spectro Stacked Heels help to sell shoes because of the exclu- 
sive Spectro features that cannot be duplicated. Insist on 
authentic Spectro Stacked Heels. 


THE GEORGE O. JENKINS CO. 


Bridgewater, Massachusetts 


SPECTRO® BRAND HEELING BOARD IS ALSO MADE IN CASEYVILLE, ILLINOIS BY WESTERN 
FIBRE CO., IN CANADA BY BENNETT LTD., FORT CHAMBLY, P.Q., AND IN THE UNITED 
KINGDOM BY SYSTON FIBRE BOARDS LTD., SYSTON NR. LEICESTER, LEICS. 
IF HEELING BOARD 1S MADE BY ANY OTHER MANUFACTURER, IT'S NOT SPECTRO! 


September 15, 1961 




















FOR MAXIMUM PROFITS 


through 

money to expand volume 

money to buy out other interests 

money to finance seasonal peaks 

money for advantageous purchasing 
money for new plant and equipment 
freedom from credit losses and exposures 


VERY PROFIT-MINDED MANUFACTURERS RELY ON WILLIAM ISELIN & CO., INC. 


357 Park Avenue South, New York 10 Murray Hill 9-2000. 
Send for our brochure: “More Money for Business”. 
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company will make payment of 5¢ 
an hour retroactive to March 1, 
1961, and put into effect the re- 
maining 3¢ on Jan. 1, 1962. 

Lewiston-Auburn shoeworkers, 
numbering some 2,800, received a 
boost of 5¢ an hour effective in Oc- 
tober, lost out on an additional 3¢ 
sought, but gained an added paid 
holiday, Good Friday. 

A 8 per cent raise for piece 
workers, and a 5 per cent jump for 
those on hourly rates went into ef- 
fect immediately for some 400 
workers of the Sebago-Moc Co. 


U. S. would halt issuance 
of learner certificates 


The Federal Government wants 
to stop issuing learner certificates 
to shoe manufacturers. If this La- 
bor Department proposal is adopt- 
ed, all shoe workers will eventually 
earn not less than the amounts 
called for in the Fair Labor Stand- 
ards Act ($1.15 per hour for work- 
ers already covered; $1 per hour 
for employees not previously cov- 
ered). 

Only a few learner certificates 
have been issued to shoe manufac- 
turers, and these will expire at dif- 
ferent times in the months ahead. 
None of these would be renewed, 
under terms of the proposal under 
study. 


Samuels will move one 
factory to Fulton, Mo. 


Samuels Shoe Co. is closing its 
Pattison Avenue plant in St. Louis 
by departments and shifting pro- 
duction to a new location in Fulton, 
Mo. A one-story factory building 
containing 40,000 sq. ft. has been 
leased from the City of Fulton. 
Complete switchover is anticipated 
by Nov. 1. 

Both DeLiso Debs and Entrees 
footwear for women will be pro- 
duced at the Fulton factory, with 
an estimated 2,400-pair daily out- 
put eventually. Both brands will 
continue to be made also at Sam- 
uels’ Madison plant. The move in- 
creases Samuels’ capacity to ap- 
proximately 5,000 pairs per day. 

Pattison Avenue plant employees, 
numbering about 250, have been 
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given the option of moving to Ful- 
ton. Reliable sources indicate also 
that Fulton has available a good 
backlog of experienced shoe pro- 


fants’ and children’s shoes. Actual 
production will be carried out in 
Birchtree, Mo., where the firm is 
training operators and workers for 


its new plant, in process of con- 
struction. 

The Birchtree factory will begin 
operation utilizing 14,000 sq. ft. of 
space, with room to expand to 90,- 
000 sq. ft. Production will be con- 
centrated in infants’ unbranded 
shoes to retail from 98¢ to $1.98, 


duction workers. 


New Mo. firm to make 
infants’ and children’s 


Jayson Shoe Manufacturing Co., 
Inc., has recently been established 
in St. Louis to manufacture in- 
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FOR SHOEMAKERS WHO DEMAND 
COMPLETELY SATISFYING GOOD 
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THEIR BOUND SHOES 
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Treatment as used 
In These yg Patterns 


JOSEPH F. CORCORAN 
SHOE CO., INC. 


Top Quality, All Leather 
Welting Designed To Add A 
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and children’s unbranded Compos 
retailing from $1.98 to $3.98. 

Sidney Sigoloff is president of 
the new firm. Sigoloff organized 
Jay-Allen-Ward Co., now Inland 
Shoe Manufacturing Co., 17 years 
ago and sold his interest in that 
firm in March 1960. Other Jayson 
officers include Harry Epperson, 
Sr., vice president; Mrs. Ruth Sigo- 
loff, secretary, and Edward Groe- 
teke, treasurer. 

Offices of Jayson Shoe Manufac- 
turing Co., Inc. are at 21 Forsyth 
Walk, Clayton 5, Mo. 


Output at 1,400 a day 
for Montclare Shoes 


A new plant in Claremont, N. H., 
Montclare Shoes Inc., is producing 
1,400 pairs of women’s casual shoes 
daily. 

President Harold Fisher says the 
company employs 150 persons and 
tentative plans call for an output of 
1,800 to 2,000 pairs a day within 
two months. 

Montclare sells $8 to $12 brand- 
name shoes—Peppis, Capers, Suze 
and Condotti Debs—direct to re- 
tailers throughout the nation. The 
plant is in a 100,000-sq.-ft. build- 
ing formerly owned by Interna- 
tional Shoe Co. 

Fisher, a native of Lynn, Mass., 
formerly owned Copley Shoe Co. 
of Wakefield, Mass., and was also 
employed at Belgrade Shoe Co., 
Auburn, Me. 

Other officers include Abe Cas- 
well of Caswell Shoe Co., Lynn, 
Mass., treasurer; Ralph Tripoli of 
Claremont, clerk; and Milton 
Fisher of Miami and Michael Kono- 
mos of Charlotte, N. C., head of 
sales organization. 


U. S. Rubber markets 
rainwear in fashion hues 


A new plastic compound devel- 
oped by U. S. Rubber Co. is used to 
produce new rain footwear. Called 
“U. S. Compacts,” these slipons 
have non-skid soles, are extremely 
lightweight and are packed in in- 
dividual small pouches. They are 
said to fit over almost any toe and 
heel shapes. For the first time, 
this type of footwear is made in 
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* fashion colors: copen blue, wild 


plum, bronze tan, sheer black and 
pale smoke. 

Sizes are small, medium, and 
large. The slipons are priced to re- 
tail at $1.95. 


Wellco introduces new 
casuals for men, women 


Styled-up casuals in a variety of 
fabrics and shapes to retail at $3- 
$5 are featured in the Wellco Shoe 
Corp. spring and summer line for 
women. 

The all-washable fabrics include 
sailcloth in new bright colors, an 


attractive cotton baby cord, nylon 
straws embroidered and plain, and 
cotton tweeds and denims. 

Necklaces and earrings to match 
some of the trims on shoes are in- 
troduced by this firm for the first 
time. Square and pointed toes are 
featured, all on vulcanized colored 
crepe outsoles. 

The sneaker, in four-eyelet and 
one-eyelet styles, appears in oat- 
meal linen, cord, corduroy and 
straw. 

Slipons with center or side gores 
are the mainstay of the men’s line, 
which also includes a few ties. Most 
styles are to retail at $5 with a few 








CQHoe@ and LEATHER 
Go Together / 


WITH LEATHER -TITE YOU CAN AFFORD 100% LEATHER 


Mideolee..Tape... Heel Basee 


Xe mold it 
scour it 
scart it 


Leather-Tite is 100% reconstituted leather with 
a latex base and has all the natural qualities of 
leather: its hardness, its natural abrasion 
resistance, its long-life flexing qualities. In 
addition it’s waterproof! 


HEEL BASE 


stain it 
burnish it 


Uniform in thickness, Leather-Tite comes in big 
28 by 54 inch sheets, 2 to 24 iron (without 
laminations). Insures fast, accurate production. 
Proven in millions of pairs of better shoes. 
Write for working samples, today! 








LEATHER RESEARCH CO. 


23 Stillings St., Boston, Mass. — HUbbard 2-1062 
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trimmed styles at $5.95. Smart- 
looking fabrics in this group are 
jute, Belgian linen and _ nylon 
meshes. Styles are available in 
three widths. 


New Leverenz line 
combines grain, patent 


Leverenz Shoe Co. has_intro- 
duced a group of three dressy 
slipon styles using patent leather 
in conjunction with soft, black- 
grain leather. The patent is used 
in varying ways to complement the 
grain—as a saddle strap, as a patch 
tongue or as a full saddle. These 
styles also carry the popular ta- 
pered rubber heel. 


Moc-style yachtsman’s 
oxford offered by Frye 


A moccasin-style yachtsman’s ox- 
ford has been introduced by John A. 
Frye Shoe Co., Inc., Marlboro, Mass. 
While it looks like a conventional 
sport shoe, it has a rubber safety 
sole with an unusual gripping ac- 


Yachtsman's oxford by Frye 


tion to prevent slipping on a wet 
deck, the company says. 

Made of soft glove leather in 
black, saddle tan and bone white, 
the three-eyelet moc has a soft 
counter and deep cushion innersole. 

The new shoe, which Frye claims 
is the lightest boating shoe on the 
market, is available in sizes 6 to 12, 
A to E. 


London bids for status 
as shoe fashion center 


Great Britain’s leather industry 
made a strong bid at the recent 
Semaine Internationale du Cuir, in 
Paris, to gain recognition for Lon- 


don as the world’s shoe design 
center. 

The six-day Semaine du Cuir 
(International Leather Week) was 
scheduled to end Sept. 13. In ad- 
vance of the event, Guy Reaks, di- 
rector of both the Leather Institute 
and the British Leather Federa- 
tion, told of the two organizations’ 
plans for the fair. 

“We are trying to establish in 
the world’s mind the idea that not 
only must buyers look to the United 
Kingdom for the finest quality 
leather and shoes, but that we have 
the best designs as well.” 

The trade groups commissioned 
Leo T. J. Dack, a famed shoe de- 
signer, to produce the 1962 version 
of the “London Line,” for promo- 
tion at the Paris fair. 

Reaks said these designs would 
be displayed at the British Federa- 
tion stand. 

The “London Line,” said Reaks, 
is not an outgrowth of Italian or 
Parisian styles but a bold effort to 
shift the shoe center of the world 
to Britain. 
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Looking for VALUES? 


Look for WEIL... 


Quality Cancellations and jobs of No- 
tionally Advertised Brands. Over 1,000 
Styles in Sizeable Quantities . 
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@ National Shoe Fair 
@ Miami Beach, Florida 
@ Sept. 24-27, 1961 

@ Barcelona Hotel 

@ Rooms 727-728 


Quality Shoes Since ‘32 


SAMPLE ROOMS: 
Los Angeles * New York 


1215 Washington Ave., Saint Louis 3, Mo. 
“WHILE IN TOWN... SEE WEIL” 
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MARKET REPORT 
Were price decisions correct? Miami Beach will tell the story 


Attention of upstate New York 
shoe manufacturers is centered on 
the National Shoe Fair where they 
hope most of their style and price 
decisions will prove correct. The 
bigger companies will offer a great- 
er choice than usual as they try to 
protect themselves no matter which 
way the cat jumps. 

On the debatable question of 
women’s toe shapes, the feeling is 
growing that crescent toes will have 
good acceptance by spring and that 
retail customers are gradually veer- 
ing from more pointed to less 
pointed lasts. Square toes have yet 
to demonstrate their worth as an 
important style, some firms say. 

Lack of a clear-cut style picture 
undoubtedly will prevent many pro- 
ducers turning out long runs of 
specific styles, thus increasing 
costs. Some factories have been 


handicapped by this factor already 
this year. They found that con- 
siderable restyling and re-tooling to 
meet competition and reach new 
markets cut heavily into profits. 

Firming prices of leather and 
persistent increases in other costs 
have caused manufacturers’ to 
weigh price increases on selected 
numbers. Increases already an- 
nounced have mostly been small. 
Factories hesitate to place them- 
selves at a competitive disadvan- 
tage, so are inclined to proceed 
cautiously until a general upward 
price hike gets underway. 

Some companies which have had 
hard work to equal last year’s fig- 
ures in men’s and women’s lines are 
producing promotional specialties 
in juvenile footwear which promise 
to boost sales. Canvas and fabric 
shoes continue big in the junior 


and senior high school market on 
practically a year-around basis. 

A newcomer in this field is an 
insulated water-repellent sneaker 
for winter wear. 


Penna.: Buying still 
from hand to mouth 


Shoe manufacturers in the area 
are all working full with limited 
overtime. Orders have picked up 
appreciably for the back-to-school 
trade. This trend also has a tend- 
ency to stimulate shoe business as 
a whole, even in such specialized 
lines as nurses’ oxfords. 

Manufacturers generally have 
raised the price of shoes by 10 to 
20 cents a pair. Although this price 
rise had been anticipated for some 
time, it did not stimulate heavy 
buying by retailers. The buying is 
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Special 
BUNION 

and Hallux 
Vaigus last. 
Soft biack Kid, 
no irritating. 
seams. 

Hides bulge. 





Black 

Kid 

blucher; 

ample tread, 
supremely 

comfortable to 

the most sensitive foot. 


MOST COMPLETE LINE OF BASIC SHOES... 


GREATEST SELECTION OF TESTED LASTS... 
COMFORTABLE FIT FOR EVERY TYPE OF FOOT! 


3 Dr. Scholl Factories 
to serve you! 


It takes more than style, size or price 
to satisfy a ‘problem foot” cus- 
tomer! But put on a shoe that fits 


the individual foot, allows it to func- 
' tion freely, and you not only havea | 


satisfied customer but a loyal friend. 
Dr. Scholl manufactures the most 
complete line of basic shoes . 


helps you solve your customer's ; fit- 


ting problems! Custom craftsman- 
ship, above average mark-up, im- 
mediate shipment. Order now. 


WORLD’S LARGEST IN-STOCK 
SIZE RANGE 


MEN’S, some styles 5 to 16, AAA- | 


EEEEEEE. 
WOMEN'S, » 2% to 13, AAAAA-EEEE 


Complete catalog on request. 
THE SCHOLL MFG. CO., INC. 


‘213° W. SCHILLER, CHICAGO, ILL. 
62 W. 14TH, NEW YORK, N.Y. 
3223 E. 46TH, LOS ANGELES, CAL. 


Exclusive 
hand-pegged 
arch will never 
break down. 
Smart styles over 
full-tread last. 





BUILT-UP » ARCH 


Dr, Scholl's all leather ARCH-LIFT Sandals 
for men, women and children. Built-in metal 
support, molded sole, cupped heel. Gives a 
real ‘lift’, prevents stress and strain. 


ROOM 634 FONTAINEBLEAU, NATL. SHOE FAIR, MIAMI 
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still from hand to mouth. 

Although the leather market is 
slightly better since the completion 
of the maritime strike, as far as 
availability, prices are now the 
main concern of shoe manufactur- 
ers. Orders in misses’ and women’s 
shoes are showing a growing in- 
terest in the multicolor pigskin 
shoes. Other popular colors in the 
plush pig are black, tobacco brown 
and green. 

Manufacturers of all shoes report 
black is still the favored color. In 
girls’ shoes it is black nylon. Buf- 
falo calf is very important in boys’ 
shoes. 


Los Angeles: Heat wave 
slows buying interest 


A prolonged heat wave, coming 
at the start of retailers’ back-to- 
school promotions, has_ slackened 
buying interest to some degree, 
which has been reflected in manu- 
facturing activities. 

Factory representatives assert 
that this is a temporary condition, 
not unusual at this time of year, 


and which will improve or disap- 
pear soon. Most manufacturers re- 
port a substantial backlog of orders, 
particularly in children’s, teenage 
and casual shoes. 

One maker in the latter category 
stated that his plant is “loaded” 
with orders for teenage casuals and 
flats, and is running on a six-day 
schedule with a full staff and part- 
time night shift. Despite this ac- 
tivity, however, the same supplier 
expects a possible 4 per cent rise in 
his prices, due to increased costs 
of basic raw materials. 

One of the west coast’s foremost 
manufacturers of women’s shoes, 
which sells to medium and high 
fashion stores throughout’ the 
country, reports business as “mid- 
dling to slow,” and attributes the 
condition to the reluctance of buy- 
ers to stock and promote large in- 
ventories of the new toe styles until 
the fall season is in full swing and 
consumer reaction is better estab- 
lished. 

This manufacturer is going ahead 
with new lasts in anticipation of 
improved mid-fall business. His 


factory is running full time, except 
for cutters, which, at the time of 
this report were operating on a 
four-day schedule. 

By and large local manufacturers 
say that immediate business is run- 
ning true to form for this time of 
year, but the overall manufactur- 
ing picture looks bright for the 
very near future. 


St. Louis: Price boosts 
expected at Miami show 


St. Louis makers are putting fin- 
ishing touches on their National 
Shoe Fair displays, holding sales 
meetings and briefing sessions, and 
burning the midnight oil over price 
increases, how much and which 
shoes. 

Most firms plan to announce in- 
creases at the NSF. Amounts will 
vary within lines. No blanket in- 
creases are anticipated. Producers, 
faced with a stiffening hide mar- 
ket, continue to voice the opinion 
that this month’s increases “may 
not do it—we may have to go up 
again later.” 








@ Soft glove leather 
@ Colorful print lining 


@ 45” lace elasticized binding 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 


@ Black, white, red 
(Pink and blue to order) 


@ Sizes 4-10 Medium; 
5-10 Narrow 


35 Pair 


BERNED SHOE CO. + 207 ESSEX ST., BOSTON 10, MASS. 


professional model 


SQUARE 
DANCE 


Net F.0.B., Boston 





PORTLAND 3, MAINE 
write today for illustrated shearling price list 


Pork Up Wuto- Baby 


Here’s a hot selling item to perk up Fall and 
Winter sales . . 
no sole, true moccasin. Genuine 34-inch uniform 
coat clip shearling lines this soft, smooth glove 
leather moccasin made in our own factory. 
Handsome, comfortable, salable! 


UODDY 
. Moccasins 


. our ever-popular hand-laced 


Men, sizes 7 to 13, Willow, 
$4.20 


Women, sizes 4 to 10, Red, 
Natural White, $3 

Children, sizes 8 to 3, Red, 
$2.50 
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NEW PRODUCTS 


Work ticket printer 


TICKOmark printing machine is 
designed to print work tickets com- 
plex enough to give needed infor- 
mation to all departments and all 
stations of production line. Meets 
special needs in shoe and other fac- 
tories in speedily overprinting de- 
tails on work tickets as well as 
ability to add variable detail auto- 
matically on 80-coupon ticket. 

Machine can mark instantane- 
ously five lines of detail on each de- 
sired coupon, add three lines after- 
ward. Selector keys are ideal for 
marking changeable detail such as 
dates, order numbers, coded details 
of supplies, sizes. Does not require 
skilled operator. SOURCE: Tick- 
opres Ltd., 7-8 Old Bailey, London 
F. C. 4, England. Att. Donald 
Glennie. 


Conveyor system 


A new stitching room conveyor 
system designed to carry tote boxes 
of work in various stages of com- 
pletion directly to pre-selected 
operators, where they are dis- 
charged automatically, is being 
manufactured and distributed by 
the Lamson Corp. 

The system comprises an endless 
train of inclined trays which travel 
in an elliptical path between the 
machine operators. Each tray car- 
ries a tote box containing an as- 
sortment of work which may re- 
quire one or more operations. When 
an operator starts working on a 
box of work, a signal is electroni- 
cally relayed to the conveyor, which 
automatically ejects the next box 
carrying her type of work at her 
station. 
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The advantages of the new sys- 
tem are in reduced costs, improved 
quality and increased production. 
Average process time in stitching 
rooms using this system is said to 
be about half that required with a 
rack system. SOURCE: Lamson 
Corp., Lamson St., Syracuse 1, 
N.Y: 


New pad boxes 


New pad boxes of United Cement 
Sole and Breast Flap Attaching Ma- 
chine—Model C—eliminate chang- 
ing shank inserts to handle mixed 
sizes. Box design retains proven 
practice of using firm rubber pads 
and accompanying concentration of 








VOTAN Soles 


VIRGINIA OAK TANNERY, INC. 


impart PATINA 


The rich color of VOTAN sole lea- 
ther . . . natural to the processing. . . 
gives bootmaker character, which well- 
made shoes deserve to have. VOTAN’S 
distinctive, antiqued color needs no 
cleaning room labor. It endures for 
the life of the shoes. 


Leading makers of elegant shoes 
use VOTAN soles not alone for their 
extra, inherent quality. The distinctive 
look of these bottoms carries the patina 
of a craftsman’s finish. Discerning 
women recognize this custom character. 
Alert salon salesmen invariably em- 
phasize the difference between ordi- 


nary soles and VOTAN. 


The intrinsic worth of good shoes 
should include the super-leather sole... 


VOTAN ...best that money can buy! 


THE SUPER 
LEATHER SOLE 


OTA 


LURAY, VA. 





...S0 fashion night 


. .. So elegant in dressy lined shoes and sandals — so 
sleekly tailored in unlined suit shoes. Its subtle satin- 


smooth finish reflects the season’s newest colors. 


Nee Rronce- 


Leathers... from the world of imagination 








pressure on cement line to produce 
most desirable edge shape and bot- 
tom character. 

Simple levers automatically raise 
and adjust rubber profile pads into 
position to conform to forepart and 
shank area regardless of shoe style 
or size. Final pressure effectively 
locks parts together, creates cement 
bond and forms shoe bottom and 
shank area to desired shape. New 
pad boxes to convert Model A into 
Model C machines will be available 
shortly. SOURCE: United Shoe 
Machinery Corp., Boston. 


Table-top labeler 

New Printmatic table top print- 
ing and die cutting machine pro- 
duces pressure-sensitive labels on 
the spot, quickly and automatically. 
Simultaneously prints, die-cuts, re- 
moves waste and rewinds pressure- 
sensitive labels for roll label stock. 

While tape is produced at the 
rate of 110 labels per minute, the 
unit is also ideally suited to pro- 
duce short run requirements at 
over-all saving of more than 50 per 
cent of purchased label cost. Stor- 
age and inventory problems are 
eliminated since all labels are pro- 
duced ready to use. Special non- 
smudging ink requires no drying 
time after printing although ink 
will not dry up in fountain when 
machine is left standing. Fast and 
easy change of labels). SOURCE: 
Adhesive Label Corp. of America, 
727 W. Glendale Ave., Milwaukee 
9, Wis. 


Shoe fabric 


New Rovtex fabric for shoes fea- 
tures high soil resistance. Woven 
by Chicopee Mills, it incorporates 
recently developed “miracle” fibre 
called Rovana, a Dow Chemical 
Saran micro-tape. Marketing plans 
have been announced by Clemtex 
Manufacturing Co., Boston sub- 
sidiary of Allied Kid Co. 

Manufacturer reports dirt may 
be completely removed from Rovtex 
with a damp cloth and mild soap. 
In addition, fabric is scuff-resist- 
ant, color-fast, waterproof, highly 
flexible, chemical-resistant and non- 
allergic. Available in complete 
range of colors in natural form and 
combined with Raffea or linen. 
SOURCE: Clemtex Manufacturing 
Co., Appsley St., Hudson, Mass. 
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Cattlehide exports may 


set a record this year 


Exports of cattlehides from the 
U. S. during the first half of this 
year totaled more than 3.8 million 
pieces, the Leather, Shoes and Al- 
lied Products division of the Com- 
merce Department has reported. 

This represents an annual vol- 
ume in excess of 744 million hides 
compared with the previous record 
of 6% million in 1957. 

Julius Schnitzer, chief of the di- 
vision, has predicted that hide ex- 
ports will attain a level of 8 million 
pieces this year if the present rate 
continues. 

Exports of calfskins are also up 
this year—from 830,000 in the 
first half of 1960 to 1.2 million 
skins. The increase in foreign sales 
of kips was not so great. 


TCA president sees 
large market potential 


The leather industry is on the 
verge of “its greatest period of 
market development,” according to 
H. K. Dugdale, president of the 
Tanners’ Council of America. 

He called for “dynamic re- 
search” by leather chemists to 
spearhead a drive to tap the “enor- 
mous potential market.” It is nec- 
essary to strengthen the industry’s 
research efforts, he said, in order 
to meet the challenge of competi- 
tive and _ substitute materials 
which “cast an ever-present 
shadow.” 

Dugdale spoke at the recent 
meeting of the International Union 
of Leather Chemists Societies at 
the Hotel Shoreham, Washington, 
D.-&3 

He called for free worldwide 
trade in leather and said that the 
“completely free and open” leather 
markets of the United States 
should be followed by other coun- 
tries. Because of what he called 
“unfettered trade,” the United 
States now imports a good deal of 
leather from many nations. 

“U. S. tanners,” Dugdale said, 
“are willing to try to adjust to 
these economic difficulties provided 
others do unto us as we do unto 
them.” He said that “the United 


September 15, 1961 








States leather industry hopes as 
fervently as possible that the arti- 
ficial obstacles to [world-wide] 
trade during the past decade will 
finally disappear.” 


Allied Kid profits fell 


sharply in first 6 months 


Allied Kid Co., Inc., Boston, suf- 
fered a 78.6 per cent decline in 
net earnings for the year ended 


June 30 while net sales for the 
same period dropped $3,784,589. 

Net earnings declined from 
$649,477 in 1960 to $138,738 in 
1961, and net sales from $29,407,- 
812 in 1960 to $25,623,223 in 1961. 
Earnings per share declined from 
$1.34 to 29¢. 

The severe decline in sales and 
profits was attributed in the stock- 
holders’ annual report to “a lower 
volume of shoe production and in- 


branded jobs 


SOLE DISTRIBUTORS OF 


“ical soubrettes 


Seth Gaffin Shoes, x. 


146 DUANE STREET, NEW YORK 13,N. Y. 
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tensified competition in the entire 
shoe and leather trade.” The situ- 
ation was made worse, the report 
said, “by a loss of volume due to 
an adverse style trend on certain 
of our leathers.” 


New corporation makes 
Leather-Tite sheets 


A new company called the Leath- 
er Manufacturing Co., Inc., Hyde 


Leather Manufacturing Corp. as 
maker of Leather-Tite. This prod- 
uct comes in 100 per cent recon- 
stituted leather sheets made with a 
latex waterproofing binder for mid- 
soles, taps and heel bases. 


Directors of the new firm are 
Samuel G. Lash, president; Rose 
Milhendler, secretary and clerk, and 
Victor A. Nickollazzo. Named gen- 
eral manager and treasurer was 
Edmund P. Mason, once associated 


Park, Mass., has succeeded the 


with American Biltrite Rubber Co., 





Now A: O Ke 


Newest addition to the Amalco line of “firsts” in fashion 
leathers 


Tanning, workmanship and unique finishes have estab- 
lished Amaleo Softee and Ecrusé as two of the most 
outstanding leathers introduced during the past two years. 
Success at the retail level has encouraged volume produc- 
tion of both in an even wider selection of colors for coming 
seasons. Now, Amalco introduces a third new tannage in a 
class by itself among best selling Amalco firsts! 


A.O.K.—Top priority in style, comfort and durability for 
men’s, women’s and children’s shoes 


Soft, smooth . . . with the wanted demi-bright look. 
Colors that are new... fresh . . . trend-setting. Comfort 
and wearability that are truly friendly to the foot. This 
is A.O.K. for Women—who want style and comfort with 
easy maintenance in high fashion footwear. 


This is A.O.K. for Men—who look for sturdy, long wear- 
ing comfort . . . especially for men who work on their feet. 
This is A.O.K. for Children and Teenagers—a good- 
looking shoe can stand up to an active youngster’s abuse! 


A.O.K. is for your new shoe line 


Available now in lined and unlined weights. Hang tags 
and box stuffers at no cost to you. Write today for swatches. 
Amalgamated Leather Companies, Inc., Wilmington 99, 
Delaware. 





in charge of the crepe soling sheet 
division. 

The new corporation is producing 
28 x 54-in. Leather-Tite sheets in 
2 to 24 iron, without laminations. 


So. African producers 
reject domestic leather 


Shoe manufacturers in South 
Africa must continue to depend 
heavily on foreign sources for their 
upper leathers. 

Tanners in and around Johannes- 
burg have been urging shoe manu- 
facturers to buy a smaller volume 
of upper leathers from abroad and 
to step up their purchases of do- 
mestic upper leathers. But the man- 
ufacturers claim South African 
leathers suffer from an excess of 
barbed-wire scratches, horn marks 
and branding peculiar to South 
Africa. 

In a market report from Johan- 
nesburg released by J. G. Schnitzer, 
director of the Leather, Shoes and 
Allied Products division in the 
U. S. Department of Commerce, 
tanners are quoted as driving to- 
ward a goal of supplying at least 
half of the 10 million sq. ft. of 
leather now imported. 


Surpass moves sales 


headquarters to Boston 


Surpass Leather Co., Philadel- 
phia, has shifted its general sales 
office to New England, according to 
Hugh Connett, president and 
general sales manager. Connett will 
live in Kingston, N. H. For the 
present his headquarters will be at 
the firm’s Boston sales office, 106 
South St. 

Surpass will continue to use its 
Philadelphia facilities for sorting, 
finishing and shipping. 


Dow Corning licensee 


Dow Corning Corp., Midland, 
Mich., has licensed Pine Tree Tan- 
ning Co., Howland, Me., to use the 
Syl-mer brand silicone treatment 
of shoe upper leather. Other Syl- 
mer leather licensees include Eagle 
Ottawa Leather Co., Grand Haven, 
Mich.; Manasse-Block Tanning 
Co., Berkeley, Calif., and Armour 
Leather Co., Sheboygan, Wis. 
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Allied Show maps December expansion; 
domestic tanners get invitations to exhibit 


The Allied Shoe Products Show, 
running all by itself for the first 
time in 24 years, is moving ahead 
with plans for a “greatly expand- 
ed” December showing in the New 
York Trade Show Bldg. 

Show officials have offered ex- 
hibit space to all domestic upper. 
and sole leather tanners. As a 
result, the number of exhibitors 
is likely to surpass 200 for the 
first time. One thing that won’t 
be expanded, though, is the length 
of the show. It will run three days 
—Sunday to Tuesday, Dec. 3 to 5 
—instead of the usual four. 

Normally the Allied Products 
Show takes place during the same 
week as the Leather Show of the 
Tanners’ Council of America. 
TCA, however, has decided not to 
hold a show in December—or in 
January either. 


TCA’s explanation — Said the 
Council: “Tanners find that shoe 
manufacturers and other leather 
buyers do not favor the suggested 
December and early January 
dates. At those times promotional 
activity and year-end business pre- 
occupations make industry shows 
or exhibits inconvenient.” 

The Council said a majority of 
its members favored holding the 
next Leather Show in June 1962 
at the Waldorf-Astoria Hotel. (In 
recent seasons, the Statler Hilton 
was the site.) 

In abandoning plans for a show 
during the winter months, TCA 
promised, however, that it would 
give further consideration to the 
industry’s seasonal merchandising 
needs. It said, “Semi-annual shows 
will be resumed if study deter- 
mines that it is necessary for the 
industry and its customers.” 


“Significant developments” 
The Allied Products Show’s lead- 
ers, on the other hand, cited “sig- 
nificant new industry develop- 
ments” in support of plans for ex- 
pansion. Clarence R. Heyde, ex- 
ecutive director, said an industry 
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boom is forecast for 1962, with 
new production records for al! 
categories of footwear. The fall- 
winter 1962 season may be the big- 
gest on record, he stated, with 
pairage output surpassing 1961 by 
as much as 8 to 10 per cent. 

In addition, said Heyde, the 
launching of major _ styling 
changes means the biggest shifts 
in footwear fashions in many sea- 
sons. 


One-roof marketplace—Attend- 
ance at the December show has 
“good chance” of bettering previ- 
ous marks, Heyde predicted. The 
show is being promoted as an 
under-one-roof marketplace with 
the latest products and materials 
for use in fall-winter ’62 footwear. 


Crescent will be most 
wanted shape: Hendrick 


A prominent last-making execu- 
tive says the crescent toe seems 
destined to become “the newest and 
most wanted” of the new shapes in 
lasts. Needle and square toes, he 
adds, will prevail in certain types 
of shoes in every female wardrobe. 


The executive, Joseph Hendrick, 
is vice-president in charge of the 
shoe last division of Vulcan Corp., 
Cincinnati. 

Hendrick lists five crescent toes 
from Vulcan’s Trend-Maker line 
which have attracted the most at- 
tention: 

© The fingertip crescent, good in 
23/8 and 24/8 for dress wear. 

© A half-moon crescent with a 
brushed side wall in 14/8 and 15/8 
stacked heels, for daytime wear 
with suits. 

© A half-moon crescent with 
slightly brushed wall in 18/8 and 
20/8, for cruise wear. 

© An 18/8 full-moon crescent 
with a rounded wall, ideal for a 
walking shoe with a Continental 
heel. 

© A 4/8 crescent flattie with side 
wall. 


Canadian suppliers 
to hear William Rossi 


William A. Rossi, executive edi- 
tor of BooT AND SHOE RECORDER, 
will address the luncheon meeting of 
the Shoe Industry Suppliers Assn. 
of Canada at the Association’s an- 
nual convention Oct. 2 at the Shera- 
ton-Mt. Royal Hotel, Montreal. 

Rossi will outline the rapidly 
changing and expanding role of 
the supplier as a trend-setter for 
the shoe industry. The supplier, he 
contends, has become a major in- 
fluence in research, styling, new 
product developments and other im- 
portant areas involved in the pro- 
duction and merchandising aspects 
of shoe manufacturing. 


Vulcan’s earnings dip 
linked to toe question 


Shoe industry indecision over 
style trends was blamed by Vul- 
can Corp., Cincinnati, for a slight 
decrease in sales and earnings for 
the first six months of 1961. 


Joseph B. Reynolds, board chair- 
man of the last-making firm, said 
that after concentrating on the 
pointed toe in varying lengths and 
degrees of sharpness, the industry 
is now offering a variety of toe 
shapes. Until a definite style trend 
develops, manufacturers will exer- 
cise caution in purchasing lasts, he 
stated. 

Net earnings for the first half 
of 1961 were $225,444 (or 45¢ a 
common share) after payment of 
preferred dividends. This com- 
pares with earnings of 47¢ a com- 
mon share for the first six months 
of 1960, the firm’s all-time peak. 


Seiberling shows loss 


Seiberling Rubber Co. showed 
a net loss of $172,951 for the first 
six months of 1961. Earnings for 
the same period in 1960 were 
$106,592. 

Consolidated sales amounted to 
$23,189,191, a decline of 6.9 per 
cent from mid-1960 sales of $24,- 
910,052. 

President J. P. Seiberling pre- 
dicted higher sales volume in all 
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lines during the second half of 
1961, through the addition of new 
tire accounts and the introduction 
of new products in the plastics, 
shoe products and mat divisions. 


Heads B.B. of Canada 


United Shoe Machinery Corp., 
Boston, announced the election of 
Kenneth W. Ogden as president 
of B.B. Chemi- 
cal Co. of Can- 
ada, Ltd. He 
succeeds Gerald 
G. Maguire, who 
retired. Ogden 
was with United 
of Canada until 
he transferred to 
B.B. of Canada 
as general mana- 
ger in 1960. 

USMC also re- 
ported the election of Ernest G. 
Wiggins as vice-president and di- 
rector of B.B. of Canada. He was 
formerly assistant general mana- 
ger and sales manager of B. B. 
Chemical Co., Cambridge, Mass. 


KENNETH W. OGDEN 


J. P. Seiberling retires 


H. P. Schrank has moved up 
from executive vice-president to 
succeed J. P. Seiberling as presi- 
dent of Seiberling Rubber Co., 
Akron, O., a maker of heels and 
soles and other rubber and plastic 
products. 

Mr. Seiberling, president since 
1938, retired Aug. 31 but will con- 
tinue as board chairman. His suc- 
cessor as president has been with 
the company 35 years and has been 
second in command since 1956. 

The Seiberling family’s manage- 
ment of the company had fre- 
quently been criticized by Edward 
Lamb, a director and majority 
stockholder. The Lamb forces had 
campaigned for the election of 
Schrank as president. 


Raymond Drake named 
chairman of Avon Sole 


For the first time, Avon Sole Co., 
Avon, Mass., has a chairman of the 
board. Stockholders authorized the 
new office at their annual meeting, 
and Raymond E. Drake was named 
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to fill it in addition to his duties 
as president. 

Sydney R. Miller was elected vice- 
president for quality control and re- 
search. Director of Avon’s research 
for many years, he is responsible 
for many new developments in the 
rubber sole industry. 

Howard W. Harding, veteran 
sales manager of Avon, was elected 
senior vice-president and re-elected 
treasurer. John R. Hubbard, for- 


allied trades 


merly western sales manager, was 
appointed sales manager. 


Wedge crepe soles for 
children’s outdoor shoes 


A line of molded wedge crepe 
soles to fit children’s playshoes of 
all sizes has been introduced by 
B. F. Goodrich shoe products divi- 
sion, Akron, O. 

The molded unit is produced in 
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one piece, eliminating the cement- 
ing of soles, wedges and heels, and 
is “designed to look smarter be- 
cause there are no join lines.” 

BFG has been marketing the sole 
in adult sizes, but this is the first 
time the crepe product has been 
offered as a complete line in all 
sizes. 

The soles are light in weight and 
are said to have excellent long-wear 
characteristics. 


American Biltrite gets 


patent for sole-heel unit 


American Biltrite Rubber Co., 
Chelsea, Mass., has been granted a 
patent for its Unisole, a unique ce- 
ment-process pre-fit sole and heel 
unit simulating the look of a welt 
when cemented to the shoe.» 

Eliot L. Bernstein, president, 
said American Biltrite works with 
the shoe manufacturer to design 








You can depend on 


Most complete line of 
Toplifts available... 


Rust-resistant STA-ON dowels come 
in 2 styles to meet the shoe 
manufacturer’s every need. 


STA-ON lifts are produced in 

a pretrimmed standard 3-degree 
taper head and two new pretrimmed 
Flare tapers of 8 and 12-degrees 

— plus trimmable sizes. 


STA-ON lifts are available in lustrous- 
finish Black or Brown as standard 

— also Tan on special order. 
STA-ON’s lustrous, flash-free finish 
eliminates need for edge setting on all 
but special applications, thereby 
producing maximum savings without 
sacrifice of quality in shoe production. 


VULCAN CORPORATION 
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dowels 


colors 


for samples and prices, contact 


CINCINNATI 2, OHIO 








special molds to fit the manufac- 
turer’s last. The company then 
supplies the Unisole to the factory, 
where the shoe is lasted like a regu- 
lar cement-process shoe. After the 
upper is roughed, the pre-roughed 
Unisole is cemented to it. 

Says Bernstein, “The manufac- 
turer thus eliminates many costly 
operations without requiring any 
extra equipment.” 


Phillips Premier named 
distributor for Poron 


Phillips Premier Corp., a subsid- 
iary of Allied Kid Co., Boston, has 
become exclusive U. S. distributor 
of Poron for quarterlinings, vamp 
linings and pasted socklinings. The 
appointment was announced by 
Rogers Corp., Rogers, Conn., de- 
veloper of Poron. 

Simultaneously Rogers and Phil- 
lips Premier entered into a re- 
search agreement to develop Poron 
for other specialized shoe applica- 
tions. Poron, described as a micro- 
porous polyviny! chloride, has been 
in wide use for innnersoles. 


Handles Darex products 


Appointment of Schoenberg 
Leather Co., Ambler, Pa., as sales 
representative for the Darex shoe 
products of Dewey and Almy 
Chemical division, W. R. Grace & 
Co., Cambridge, Mass., was an- 
nounced by Charles E. Brookes, 
Dewey and Almy’s general manager 
for shoe products. The Schoenberg 
firm will distribute shoe insoles and 
welting; socklining, heel pad and 
counter materials; and specialized 
rubber latex shoe adhesives in all 
of Pennsylvania except the north- 
east corner of the state. 


New stacked heel maker 


A new firm, the Vermont Stacked 
Heel Co., Inc., will process, manu- 
facture and market stacked heels. 
Offices are in Hartford, Vt. 


Plymouth Rubber Co., Inc., Can- 
ton, Mass., hag announced that 
Sun Shoe Supplies, Chambly, P.Q. 
Canada, has been appointed sell- 
ing agent for the entire Domin- 
ion of Canada. 
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PERSONNEL CHANGES 


WILLIAM NERVIANI 
International Shoe 


EARL C. McNEILL 
French, Shriner 


Wholesalers ... 


NORTH AMERICAN SHOE CO., 
Providence, R. I.— Announced that 
Reuben Myers has become sole owner 
following the death of his brother 
and partner, John L. 


N. PORTER CO., Phoenix, Ariz.— 
Announced appointment of Richard 
D. Graffis as director of sales for the 
entire U. S. He is a past president 
of the National Shoe Travelers Assn. 
and former president and a director 
of West Coast Shoe Travelers. 


Importers... 


MITSUBISHI INTERNATIONAL, 
Los Angeles—Announced that War- 
ner L. Newton has joined the organ- 
ization’s footwear division, to work 
with Erwin Epstein out of a new West 
Coast office, 733 N. La Brea Ave., 
Los Angeles. Newton was formerly 
with Rubber Corp. of California. 


Shoe manufacturers .. . 


FRENCH, SHRINER & URNER, 
Boston — Appointed Earl C. MeNeill 
sales representative in Texas, Okla- 
homa, Arkansas and Louisiana. He 
was recently with the Panorama divi- 
sion, International Shoe Co. 


GREEN SHOE MANUFACTUR- 


PHILLIP BARACH 
U.S. Shoe Corp. 


JAMES M. RENNIE 
Artistic Weaving Co. 
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HUBERT L. CLOVER 
International Shoe 


LESLIE HEIDEMAN 


International Shoe 


ING CO., Boston—Announced election 
of Charles D. Post as director and 
clerk of the corporation, and Myles 
J. Slosberg as secretary. They fill 
vacancies caused by the death of 
Judge A. B. Casson. 

Elected Roger Landay assistant sec- 
retary. 


INTERNATIONAL SHOE CO., St. 
Louis — Appointed William Nerviani 
safety director, after 21 years with 
ISCO and one year as assistant safety 
director. He succeeds Hubert L. 
Clover, who retired last month after 
40 years with the company. Clover 
established and directed the safety 
department, rated one of the indus- 
try’s best. 

Appointed Leslie R. Heideman gen- 
eral superintendent of the men’s man- 
ufacturing division, succeeding Logan 
H. Kelley, Sr., who retired last month, 
and named Perry H. Jones assistant 
general superintendent. 

Promoted Wallace W. Rost to su- 
perintendent of the Poplar Bluff, Mo., 
plant, succeeding Jones, after six 
years as assistant superintendent. 

Promoted James H. Stroud from as- 
sistant superintendent of the Perry- 
ville, Mo., Magnolia plant, to super- 
intendent of the Perryville-Kiefner 
plant, succeeding Robert Gillock, who 
resigned. 

Announced retirement of Towns S. 


JOS. A. PACIELLO 
Berkshire Color 


JOS. W. MONKO 
Krentler Bros. 


RICHARD SULLIVAN 
Mannequin Shoes 


ROBERT L. ROTHER 
Mannequin Shoes 


Strickland as operating manager for 
the Southeast region office and dis- 
tribution unit, in Atlanta, after 41 
years with ISCO. 


MANNEQUIN SHOES, New York 
—Appointed Robert L. Rother sales 
representative in the Upper Midwest, 
covering Illinois, Wisconsin, Minne- 
sota and the Dakotas. He was pre- 
viously with Oomphies, Inc. 

Named Richard G. Sullivan sales 
representative in Ohio, Indiana and 
Michigan. He was formerly with In- 
ternational Shoe Co. 


TWEEDIE FOOTWEAR CORP., 
Jefferson City, Mo.—Appointed Wil- 
liam M. Morris sales representative 
in New York City, Washington, D. C., 
Maryland, Delaware, New Jersey and 
Pennsylvania. He was formerly with 
E. E. Taylor Corp. 


TOBER-SAIFER SHOE MFG. CO., 
St. Louis— Appointed Murray Jer- 
main sales representative in southern 
California, replacing Sid Woods, who 
resigned. 

Appointed Sidney Chernew sales 
representative in the Pittsburgh area, 
covering part of Pennsylvania, New 
York and West Virginia. He replaces 
Leo Noon. 

Appointed Sam Gubin sales repre- 
sentative in St. Louis, replacing Jack 
Salsman, who retired after more 


J. H. ROGERS, JR. 
Rogers Foam Rubber 


ARTHUR G. BARRY 
Natl. Shoe Products 
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than 45 years with the company. 
Gubin was previously with the Can- 
gemi Coed line of Selwyn Shoe Man- 
ufacturing Co., a Tober-Saifer sub- 
sidiary. 

Named Harold L. Gettleman Mid- 
west representative for Selwyn, re- 
placing Gubin. 


U. S. SHOE CORP., Cincinnati — 
Appointed Phillip Barach to an ex- 
ecutive post, with his specific duties 
to be assigned later. He was formerly 
a general sales and merchandising ex- 
ecutive with the Farmington - Liver- 
more Shoe Cos. 


WEINBRENNER, division of Tex- 
tron, Inc., Milwaukee—Assigned Rob- 
ert Becker to the newly created sales 
training and development department, 
where his duties will include hiring 
and training salesmen. 

Appointed Ralph Selzer sales rep- 
resentative in the Dakotas, replacing 
Becker. 


WELL-BUILT SHOES, Milford, 
Mass.—Appointed Sumner Shlager 
as New England representative. 


WEYENBERG SHOE MFG. CO., 
Milwaukee—Appointed Wesley Shan- 
non sales representative for the Port- 
age line in eastern Pennsylvania, 
Philadelphia and Washington, D. C. 
He was previously with B. F. Good- 
rich. 


Allied trades... 


ARTISTIC WEAVING CO., Pomp- 
ton Lakes, N. J.—Appointed James 
M. Rennie vice-president. The firm 
makes woven labels. 


BERKSHIRE COLOR & CHEMI- 
CAL CO., Reading—Named Joseph A. 
Paciello manager of its paper and 
leather division. He has had many 
years experience in the pulp, paper 
and leather industries. 


FEDERAL INDUSTRIES, Belle- 
ville, N. J.—Appointed Charles W. 
Peacock administrative assistant to 
the president, John W. F. Young. This 
vinyl fabrics maker is a division of 
Textron, Inc. 


KRENTLER BROS., St. Louis— 
Appointed Joseph W. Monko assist- 
ant manager. The company is the 
last division of United Shoe Machin- 
ery Corp. Monko has served the con- 
cern since 1941 in various production 
and styling capacities. 


NATIONAL SHOE PRODUCTS 
CORP., Framingham, Mass. — Ap- 
pointed Arthur G. Barry to head its 
adhesive division. The firm is exclu- 
sive distributor for Angier Adhe- 
sives, with which Barry was asso- 
ciated for many years. 


ROGERS FOAM RUBBER CO., 
Somerville, Mass.—Appointed James 
H. Rogers, Jr., vice-president. He will 
direct and coordinate sales and pro- 
duction of foam products for the shoe, 
textile and packaging industries. 
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yng /ipgm TWO FAST-SELLING 
Wb FMA 
a Sh MQM STYLES TO BUILD 
YOUR PROFITS 


Here’s fit...style... comfort 
at prices to make you money! 


UNEXCELLED FIT AND COMFORT! 
Black elasticized calf, black calf 
bow, 47 last, 14/8 heel, rubber top 
lifts. Sized AAAA, AAA, AA, A, 6 
to 11; B, 4 to 11; C, D, 5 to 11, all 
IN-STOCK. A real value at $6.50 to 
retail profitably at $10.95! 


STAPLE COMFORT PUMP! Black 
elasticized kid, bow, black patent 
plug and tongue, 47 last, 14/8 heel, 
rubber top lifts. Sized AAAA, AAA, 
AA, A, 5 to 11; B, 4 to 11; C, 4% 
to 11; D, 5 to 11; EE, 5 to 10, all 
IN-STOCK. A steady seller at $6.60 
to retail profitably at $10.95! 








Hush. 
Puppics 


BRAND CASUALS ...ONLY BY WOLVERINE 


1. Hush Puppies is a registered trademark. 


2a a Hush Puppies is a brand name for shoes 
made by and available in the U.S.A. only from the 


Wolverine Shoe & Tanning Corp., Rockford, Mich.* 


*In Canada the Greb Shoe Co. is a licensed user of the trademark Hush Puppies. 





SALESMEN ON THE ROAD — py wwian anverson 


NSTA lists program for Miami Beach convention 


The 5lst annual convention 
of the National Shoe Travelers 
Assn., Inc., will open Thursday, 
Sept. 21, at 1:30 p.m. in the Coro- 
net Room of the Casablanca Hotel, 
Miami Beach, and continue 
through Friday afternoon, Sept. 
99 

Two outstand- 
ing events are 
planned: the an- 4 
nual banquet in 
the Coronet 
Room, Thursday 
night at 7:15 
preceded by a} 
cocktail hour, © 
and an address 
Friday at 1:30 § 
p.m. by Marshall 
J. Mantler, exec- 
utive director of the Bureau of 
Salesmen’s National Assns. 

A special section of Club 
Morocco has been reserved for 
NSTA for the 11 p.m. floor show 
on Thursday, Edmund J. Trench, 
secretary and managing director, 
has announced. 

A meeting of the board of direc- 
tors of NSTA has been called by 
O. B. Heaton, president, for Thurs- 
day at 9 a.m. in the Coronet Room. 
On Friday, the convention will re- 
convene at 9:30 a.m. with Heaton 
presiding. At the afternoon ses- 
sion Friday, following Mantler’s 
address, the trophy for largest in- 
crease in membership will be 
awarded. Another award will be 
presented to the member who 
signed up most new members, and 
the annual election of officers will 
be held. The convention will close 
with the acceptance speeches of 
newly elected officers. 

Besides Trench and Heaton, cur- 
rent officers of NSTA are Milton 
Lewinter, first vice-president; 
Ernie L. Miller, second vice-presi- 
dent, and Paul D. Cook, treasurer. 


©. B. HEATON 
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Salesmen decorate 


Added incentives to salesmen 
showing at regional shoe shows in 
decoration of their rooms are cash 
prizes, such as those offered again 
by the Ohio Shoe Travelers Club 
at the Columbus Shoe Fair, Oct. 
8-10, at the Deshler Hilton. Four 
classifications have been set up 
this time, according to Herb Burg- 
non, show chairman: Men’s and 
boys’ lines, women’s shoes, chil- 
dren’s lines and miscellaneous 
lines (tennis, rubber, handbags, 
work shoes, etc.) A panel of ex- 
pert judges will score sample 
rooms on a basis of neatness, at- 
tractive displays, etc. Winner in 
each classification will receive $25. 


An answer to unloading 


After five years on the road un- 
loading shoes, cluttering stores 
and reloading samples, Harry 
Beck of Amarillo, Tex., a traveler 
with Acrobat division of Genesco, 
came up with a 
new idea! 

He turned it 
into a material F 
thing: the Travl- 7 
Sho-Case. AJ 
salesman can | 
simply lift the 
case from the 
car, roll it into 
the store, remove 
the cover and 
elevate the 
shelves to a lock position. 

Made of vinyl-covered alumi- 
num for durability and lightness, 
the case is 23 in. high, 22 in. wide 
and 12 in. thick for men’s sam- 
ples; 10 in. thick for women’s and 
children’s shoes. All cases have 
five shelves. Each carries 25 men’s 
shoe samples, 30 to 36 women’s 
or children’s shoes. Shelves are 
made to carry either high or low 


HARRY BECK 


Travi-Sho-Case, closed for traveling (left) 
and opened into elevator display case. 


heels. Beck’s distributor is Travl- 
Case Co., Box 1794, Amarillo. 

Beck’s father used to manufac- 
ture handmade cowboy boots. When 
Harry was 12, his father died and 
the boy helped his mother with the 
business. After attending Ama- 
rillo Junior College, Beck went to 
the University of Colorado Exten- 
sion and worked at Fontius Shoe 
Co., Denver, selling women’s shoes. 
He has represented Acrobats in 
Texas, New Mexico and Colorado 
since 1956. 


Traveler opens agency 


M. I. (Doc) Jason, sales repre- 
sentative in former years for Ge- 
nesco, Inc., and 
Allen - Edmonds 
Shoe Corp., is in © 
business for him- 
self with a sales 
agency under the 
name of Jason 
Enterprises, Los 
Angeles. He is 
the sole agent in 
the U. S. for cer- 
tain Italian, 
French and Cana- 
dian shoe factories making fine 
men’s shoes. Jason, who was one 
of the first sales representatives to 


M. I. JASON 
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place Italian men’s shoes in promi- 
nence on the West Coast, will show 
his lines at the Biltmore Hotel, Los 
Angeles, during the WCSTA show- 
ing Oct. 8-11. 


‘Salesman of the year’ 


Don Cassin, Red Ball Footwear 
representative of Dunham’s, Brat- 
tleboro, Vt., was named salesman 

of the year for 
the Ball-Band 
division of Mis- 
hawaka Rubber 
Co. at the annual 
sales meeting in 
Chicago. He re- 
ceived a plaque, 
silver bowl and 
watch. Cassin 
covers the west- 
ern Connecticut- 

DON CASSIN western Massa- 
chusetts area for the company and 
makes his home in Bristol, Conn. 


Named to campaign post 


George A. Ecclesine, sales rep- 
resentative for Gerberich-Payne 
Shoe Co., will serve as chairman 
of the shoes division for the An- 
nual Fund Appeal of the Travelers 
Aid Society of New York. The 
drive will run from Sept. 18 to 
Dee. 31. 


Back to the retail end 


Bernard Roszell, for the last 
year a traveler for Sandler of Bos- 
ton, has returned to retailing as 
manager of Herald’s Red Cross 
Shoe Store in Des Moines, Iowa. 
For many years he managed the 
women’s shoe department at Youn- 
kers department store, in Des 
Moines. 


About salesmen’s gripes 


Shoe travelers from all parts of 
the country write us now and then 
about their pet gripes emanating 
from their profession. From a 
member of the Middle Atlantic 
Shoe Travelers group come these 
questions, which are worth pon- 
dering: 

“Why do we pay such high 
prices for food, hotels and motels? 
Our commission is still the same 
rate it was when we started on the 
road 23 years ago. Is it fair for 
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Where to Buy 





BOX HANDLERS 


LONG ARM* 


al 





Long Arm 
Heads 


for replacement ff S 
$300 


Long Arms complete with | 
handles. 247, 36”, P, 

60”, $3.95; with 72” handles, $4.95. Postage pre- 
paid in USA. Long Arms handle full boxes right side 
up; empty boxes upside down to and from high 
shelves quicker, easier, safer than by any other method. 
Specify handle lencth and if for men’s or women’s 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


Senate or 


























MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 


real results! 











VINCENT EDWARDS & CO. 

World’s Largest Advertising Service Organization 

342 Madison Ave., New York City 
Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 














You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil’ 


New York Sample Room: 
138 Duane St.. NYC 


Quulity shoes ance '$? 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
$t. Louis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Largest Stocks Ail Price Ranges 
CE 1-6747 


Fins iaalioeae 


Lowest Prices 

















us to pay higher prices in motels 
and hotels in towns that do a big 
tourist business? When we stop 
at these places all year around, 
should our prices be upped also in 
this season? Should the rate on 
our showrooms continue to go up 

. as well as our entrance fees 
to shows?” 


MOSINGER-COHN 


A vir " 
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ORTHOPEDIC FOOTWEAR 








TARSO SUPINATOR SHOES® 


—for weak or flat feet — 
. . prescribed by doctors 

as the modern corrective 

shoe for children. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 
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THE LAST WORD 





Realism 

For some time the window dis- 
play of a shoe shop in Newark, 
N. J., has featured a miniature 
figure of a cobbler going through 
the motions of hammering nails 
into a shoe. Recently one of the 
fingers holding a tack wore a red- 
stained bandage. 


Lunar data 


When we finally make it to the 
moon, we'll find that, because lunar 
gravity is only one-sixth that of 
the earth’s, an ordinary step will 
become an 18-foot stride. 


Fixes flats 


Police in Stockport, England, 
have hired a part-time chiropodist 
to look after their feet. 


Buried alive for 40 years 


Part of a Red Ball Yukon 
leather-top boot was recently re- 
covered at the 1000 ft. level of 


the Breitung Iron Ore Mine in 
Northern Michigan. The boot ap- 
parently had been lost just before 
the mine closed in 1919. It had 
remained under water and a pres- 
sure of 435 pounds per square 
inch until discovered. The top 
had disintegrated but the bottom 
was still flexible and the Red Ball 
trademark very clear. 


Tall story 


Tall West Germans want to pay 
fewer taxes because, they say, life 
is more expensive for them. The 
“Tall People’s Club” reminded au- 
thorities that its members have to 
pay a lot more for shoes and other 
articles of clothing. 


Bleak future 

Many men’s shoes no longer 
have laces, which is going to make 
it harder for an ambitious young 
man to start out on a shoe-string. 


How to stay happy 


Sixth grade teacher William 
Bond, Palo Alto, Calif., teaches his 
elementary school students foot- 


painting instead of finger-painting. 
The more proficient use their big 
toes as the main brush and, sitting 
in chairs, move their feet in wide 
arcs to paint on canvas and paper. 
Others merely dunk their bare feet 
into buckets of paint and scamper 
over papers spread on the floor. 

“When we feel good by being re- 
laxed, we can be creative,” Bond 
said. “If we are creative, we can 
stay happy.” 

Foot prints and bright-colored 
smears hang from the ceiling and 
walls of the classroom so students 
with talented feet can view them 
while lying on the floor and recit- 
ing poetry. 


Footnote 

The warriors of the Ngarigo 
tribe of southeastern Australia 
used to eat the feet of their slain 
enemies, believing that in this way 
they acquired the courage and other 
desirable qualities of the dead. 


Nothing finer 

Arthur Exton, magistrates clerk 
in the town of Derby, England, 
has suggested that the town’s po- 





Write for information on 
available franchises 


SABEL’'S 


PRE-WALKER EQUINO-VARUS 
SURGICAL, NIGHT BRACE AND 


CENTER LINE SHOES 


Sabel’s leadership, experi- 
ence and integrity is the firm 
foundation on which to build 
a reputable doctor-dealer re- 
lationship in the highly spe- 
cialized field of basic shoe 
fitting. 

Sabel has been first for over 
35 years! 


by R. J. POTVIN SHOE CO., Brockton, Mass. 


THE 


ORIGINAL 


THE 


COMPLETE 


BASIC 


SHOE 
PROGRAM 
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A. S. BECK 


specifies 


chairmasters 
for seating customers 
seeking shoe comfort 


A. S. Beck and many of the other most success- 
ful shoe retailers have found that a customer 
becomes a contented shoe purchaser when 
seated comfortably. 


Chairmasters has grown with the shoe retailers’ 
appreciation of customer comfort through fine 
seating equipment. Chairmasters is the largest 
manufacturer of chairs designed for successful 
shoe stores. 


Write for free copy of ‘Seating Comfort for Shoe Customers” 





Model 3265A illustrated, luxurious contem- 
porary style, hardwood frame, upholstered 
spring seat, cane back. Available in a vari- 


ety of wood finishes and upholstery coverings. 


c Hair Masters 


200 EAST 146th STREET, NEW YORK 51.N_Y YPRESS 2-066 





licemen wear Salis instead of shoes 
for the good of their feet. Exton, 
age 54, wore clogs until he was 
ten and still keeps two or three 
pairs for use at home. 


Fees by the foot 

A woman telephoned a chiropo- 
dist and asked how much his fee 
was. “$6,” said the chiropodist. “Is 
that for both feet?” she asked. 
“Yes,” he replied innocently. The 
trap snapped shut; she explained 
that she was having trouble with 
only one foot and would expect to 
pay $3. When the doctor objected, 





DISPOSABLE FOOT COVERING 
MANUFACTURED SOLELY BY D&K CO. 
DEPT. M, BOX 564, ITHACA, N. Y. 








she told him to hold the line a mo- 
ment. Then she came back: “My 
mother-in-law is having trouble 
with one foot too. We’ll come to- 
gether and you'll get your $6.” 
Harold Roth, D.S.C., in 
Medical Economics 


Head to toe 


Head to toe beauty care is pro- 
vided by Revlon in its new New 
York Pompeian palace beauty sal- 
on. In this new palace of loveliness 
a pedicure is administered in a 
Doric colonnade where the ladies 
recline on chaise lounges in restful 
semi-darkness, listening to soft 
music and the splash of fountains 
and dabble their toes from time to 
time in the tepid waters of a flower- 
strewn pool (one hour, $6.50). 


Mid-heel champion 

Mrs. Millie Connors of Saks 
Fifth Ave., New York City, urges 
all debutantes to plunge into the 
social whirl in mid-heels instead of 
high spikes. “I warn the girls not 
to wear high heels. If they do, their 


feet begin to hurt and they kick off 
their shoes and dance in their stock- 
ing feet. This makes the dress too 
long, the boys step on it while danc- 
ing and a_ beautiful gown is 
ruined!” 


Bootie shoppe 


A shoe repair man in San Fran- 
cisco has a sign on his shop which 
refers to him as a—BOOTICIAN. 


Gag 

Want to forget all your other 
troubles? Then just put on a pair 
of tight shoes. 


LALY-BONES 


Poy 


THE JUVENILE SHOE | 
CORPORATION OF AMERICA 
AURORA, MO. 











- same 
wonderful 
features your 
customers love 
in those famous fabric 


Foamtread’ Slippers 





NS 
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now available in 


wellco 


WELLCO SHOE CORPORATION, WAYNESVILLE, *. Cc. 


Women's: 
Red or Smoke 
— 4-9, $3.75 
Boys: Smoke 
Sizes 13-5% 
$3.75 

Girls’: Smoke 
Sizes 13-3% 
$3.45 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


Ree ee ee ee eee 


Sport King 


BOWLING 
SHOES 


A top value at 
popular prices. 
Littleway stitched 
Men's: Black or Smoke 


Sizes 6-12, $4.15 


IN STOCK 
FOR IMMEDIATE 
DELIVERY 








ee 
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Wanted to Purchase 





CASH 
TOP PRICES 


for SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 
Write oc wire fer fest action . . . quality 
men's, women's end children's shoes 
Phone CE 1-6747 
Fine Footwear For OVER 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 











M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’dway New York City 
Tel. Beekman 3-0141-2 








WE BUY 


Your BRANDED 
ond DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








N Te) <7 oi MEN'S:WOMEN'S and oleae 
CHILDREN’S SHOES a? 


Complete Stocks and NEW YORK J.N.Y 


Stores Solicited os ee ee 
At All Times. a 


YOU GET 


CASH 














146 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 


B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 


YOUR NAME PROTECTED Hf 
B.&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 








WE PAY MORE fecause WE ARE RETAILERS 











WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. l., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9836 











the people 


you want 
ore readers of BOOT and SHOE RE- 
CORDER classified advertising. Your 
advertisement will buy and sell . . . fill 
yes, help in many 
more ways. Send your advertising copy 


a key position... 


today to 
Classified Advertising Department 


BOOT AND SHOE RECORDER 
Philadelphia 39, Pa. 














KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


CLOSE OUTS 


Chicago, Illinois 
Wabash 2-3797 
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SIDELINE SALESMEN 
WANTED 





Classified and Want Ads 





SALES OPPORTUNITY 





OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














SALESMEN WANTED 





FIFTEEN LOVELY STYLES INFANTS’ 
Christening shoes, attractively packaged. Prompt 
shipments, all territories. Write: Mayflower In- 
ey Company, 381 Fourth Avenue, New 
York City. 





SALES OPPORTUNITY 





Godman Shoe Company 





Infants' and Children's popular price branded line shoes—$3.95 and 
$4.95 Retail—In-Stock Service—Territory Open—Side Line—Florida, 
Georgia: Kentucky, Tennessee: Washington, Oregon: Carolinas. 


All replies confidential; for further details write 


S. T. Levin, Sales Manager 


Columbus, Ohio 











DISPLAY 








SEVILLE—921. 





TO GNO CALDWELL’S KANSAS CITY AND OTHERS. 
WE ARE SHOWING FIRST TIME IN MIAMI SHOE SHOW— 
ORIGINAL DISPLAY FIXTURES BY 
CAMERON COMPANY. 


“ME KNOW HOW.” 











SALESMAN WANTED TO SELL CHIL- 
DREN’S CALIFORNIA STYLE _ PLAY- 
SHOES AND SLIPPERS AS SIDE LINE in 
states of Ohio, Michigan, Illinois. Reply to Box 
939, Boor anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





REPRESENTATIVES 
WANTED 








Sales Representative 


Well established firm seeks serv- 
ices of man to carry prestige line 
of style men’s dress shoes retail- 
ing from $19.95 on up. Man must 
be completely familiar with all 
good stores in entire West Coast 
territory. Only man with experi- 
ence and following need apply. 


Reply to Box 923, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














PARTNER WANTED 





YOUNG MAN, 32, EXPERIENCED SHOE 
SALESMAN WOULD LIKE partnership in 
shoe store grossing $100,000 or buy outright 
New York metropolitan area or close in Long 
Island. Reply to Box 946, Boot anp SHOE Re- 
conver, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





HELP WANTED 





HELP WANTED SALESMEN MEN’S 
SHOES COMPLETE AND COMPACT IN- 
STOCK LINE OF BETTER GRADE MEN’S 
SHOES AVAILABLE for most territories. 
May be carried as a_non-conflicting sideline. 
Furnish background. Replies confidential. Re- 
ply to Box 947, Boot anp SHoe REcORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


September 15, 1961! 


POSITION WANTED 


LINES WANTED 





VERSATILE EXECUTIVE SEEKS A 
CAREER OPPORTUNITY WITH SHOE 
MANUFACTURING FIRM. EXTENSIVE 
EXPERIENCE IN PRODUCTION, RETAIL- 
ING, sales, promotion, merchandising, credit, ad- 
vertising. Thorough knowledge of shoe indus- 
try, wide contacts. Fine managerial and execu- 
tive abilities. Excellent idea man with know-how 
to execute ideas. Abundant energy and enthu- 
siasm balanced by realistic experience and prac- 
tical knowledge. Can assume any of several 
specific executive roles—or as general assistant 
to president. Willing to relocate. Superb refer- 
ences. Reply to Box 948, Boot anp SHOE RE- 
corpeR, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





MANUFACTURERS — DO YOU WISH 
TOP REPRESENTATION FOR YOUR LINE 
OF WOMEN’S DRESS and casual, or chil- 
dren’s shoes in the midwest. Company merger 
makes a thoroughly qualified salesman available 
now. References and recommendations available 
from top persons in manufacturing and retail- 
ing. This man knows how, and has proven his 
ability to get increased selling at a profit to the 
retailer, manufacturer and himself. Reply to 
Box 941, Boor ann SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


t'WO SALESMEN NOW COVERING 
METROPOLITAN NEW YORK CITY AND 
PENNSYLVANIA, NEW JERSEY to repre 
sent manufacturer of popular priced Goodyear 
Welts and cements, Childrens thru boys and 
girls, instock and make-up. Non competitive 
line desirable, commission basis. Reply in con- 
fidence to E. A. Gaynor, president Chesareake 
Shoe Mfg. Co., 603 Dundalk Avenue, Balti 
more, Maryland. 


WANTED TO PURCHASE 


WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 











WANTED SURPLUS ARCH SUPPORTS 
ALL TYPES OR QUANTITIES. NATION.- 
AL BRANDS OR PLAIN. Reply to Box 932, 
Boot ann SHoE Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


INVESTMENT 








SHOE DISCOUNT OPERATIONS NEED 
A FULLY QUALIFIED BUYER. STORE 
GROUP MANAGER? Man located in midwest 
will consider other areas, has complete buying 
and merchandising experience, through mer- 
chandise level, large volume department stores 
and background of factory sales management. 
Reply to Box 942, Boot anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


BUSINESS OPPORTUNITY 











JAPANESE EXPORTERS 
Of Highest Quality, Lowest Cost Vinyl 
Shoes, Sandals and slippers for men, 
women, boys and girls 
Your inquiry will be welcome 
KYOEI BUSSAN CO., LTD. 
KOBE PORT P.O. BOX 750, JAPAN 











FOR SALE—LEASED SHOE AND AC.- 
CESSORY DEPARTMENTS in. established 
Milwaukee Women’s specialty store. Reply to 
Box 944, Boor anp SHOE Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


Midwest factory producing high grade moccs 
and casuals desires partner with ability to 
produce as well as to invest. A good opportunity 
for right party. Reply to Box 943, Boot ANp 
Suoe Recorper, Chestnut & 56th Streets, Phil- 
adelphia 39, Penna. 


FOR SALE 


CHILDREN’S, TEEN AGE AND BOYS’ 
SHOES. ESTABLISHED 19 YEARS. GOOD 
INCOME FOR RIGHT party. Reason for sell- 
ing, other interests. Reply to Box 945, Boor 
AND SHOE ReEcorDER, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 











A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS’ AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boor anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39,. Penna. 


FAMILY TYPE STORE NEAR LOS AN- 
GELES, CALIFORNIA. ESTABLISHED 14 
YEARS, ALL NATIONAL ADVERTISED 
LINES. Good lease with flat rental $25,000 
will handle. Reply to Box 929, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 
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Have Your Summit Meeting 
with Nunn-Bush! 


STYLED AMERICAN 


Pu BLIC satisfaction with Ankle-Fashioning, with 
its superior structural Nunn-Bush fit... has caused 
a whole industry to turn defensively to hidden 
gores and elastic tops. 


Nunn-Bush makes gores and stretch-tops too, to 
meet the transient interest. But even Nunn-Bush elastic 
styles fit better because they are Ank/e-Fashioned. 


You owe yourself a pair of the shoes that caused it all! 


DARWIN LAST « 

Style 2148, Olive Brown Amali. Surface Stitched. Aliso in Brown or Biack 
LEXINGTON LAST + 

Style 2267, Brown Scotch Grain. Also in Black 
DARWIN LAST + 

Style 2171, Antiqueo Amaill, Brown or Black 


PA’ a. 6 ae 


First in Quality? 


UNN:S BUSH 


ANKLE-FASHIONED SHOES 


NUNN-BUSH SHOE COMPANY 
MILWAUKEE 1, WISCONSIN 


Also made at 
430 McGill Street, Montreal, Quebec, Canada 
Progreso 172 Mexico City 18, 0. F. Mexico 











I just feel I’m more important than dusting boxes or last 


night’s ball game. It makes me mad to wait fifteen minutes 


trying to hold down a squirming child while some shoe 


salesman absolutely ignores me. So, if you want 
to know why I don't shop at any one particular 
store it’s because no one, in the three years I've 


been living in my town has made me wel- 





come. No salesman acts as if he gives a 





darn about my children’s feet. And they 
all wear shoes, and I have three of 


them. I'd be duck soup for a really 
interested salesman because my 


children’s feet are important 
tome. But so far it seems, 





| 
VR 
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We are quoting a woman to whom we put the questions, 
‘“‘Do.you shop at one store regularly? If not, why not?”’ 





Green Shoe Mfg. Company, Boston, Massachusetts 











